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A 5% Bigger Pie 


.. but not for everybody. Sales skill 
will determine the size of your slice. 


See Future Sales Ratings: 


“There's A Higher Peak Ahead” 
Page 25 


Sylvania’s Million-Dollar -Baby 


If You're not Getting Your Share 
Of the Newly-Rich Mass Market 
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MEET THE MAN 


BEHIND THE AD CAMPAIGN 


THAT DID EVERYTHING 


sut SELL! 


Now wait a minute — don’t get the wrong idea. It cou/d have been a 
great campaign. Pienty of hard-selling headlines that pounded home 
the theme...copy that told the story in fascinating fashion... layout 
and illustrations art directors dream about...media selection in the 
right space, and at the right time. 

So nothing happened! How come? 
The pay-off at the counter was missing. No Merchandising at the 
Point-of-Sale. 
Our business is Merchandising at the Point-of-Sale. We've had 
more than SO years’ experience in this one vital field of advertising. 
We've designed and produced point-of-sale merchandising programs 
of every kind, to meet every retailing need.Wecandothesamefor you! 
Contact our nation-wide organization today. We'll show you how 
your hard-selling ideas can be developed into practical point-of-sale 
merchandising programs that create traffic — that se/i more merchan- 
dise for you. 


We'd like to send you our handy “IDEA FILE”’ and illustrated brochure with 
Suggestions to help you sell. They are FREE. Mail your request to Chicago 
Show Printing Company, 2660N. Kildare, Chicago 39. 


Merchandising at the POINT-OF-SALE 


® Lithographed displays for indoor and outdoor use *® Animated Displays 
* Cloth and Kanvet Fiber Banners and Pennants ¢ Mystik’ Self-Stik Displays 
* Mystik® Can and Bottle Holders * Mystik® Self-Stik Labels 


* Econo Truck Signs * Booklets and Folders 


ogetherness... 
that all can live 
in peace and jop 


At this time of year, families...and communities... 
become woven closer together than ever before. 
the spirit of family fellowship... 
reaches its warmest expression. It shines out of 
children’s eyes around the tree, it’s in evidence at the family table, 

it assumes its deepest meaning at holiday services. 

As a magazine dedicated to this spirit all through the year, 

McCall’s greets the many women and their families who have 


helped us to become recognized as America’s magazine of Togetherness. 


McCalls 


The Magazine of Togetherness 
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DE-LOVELY 
POWER PUSH 
FAMILY PLAN 
BARNSTORMING 


Grigina! musical composition ‘ ‘IT'S DE-LOVELY’’ — words and music by Cole Porter. © 1936 by Chappell & Co. inc. 


Oo “IT’S DELIGHTFUL, it’s de-lovely, it’s De Soto!” These 
slightly modified lyrics of a famous song introduced the 
1956 De Soto on television. Combined with out-of-the-rut 
photography, they dramatize the “56 De Soto’s new beauty 
and super-highway performance. Ditty featured on Groucho 
show, TV and radio spots. “De-lovely” credits: music by 
Cole Porter, most of the words and all the pictures by BBDO. 


© BEST KNOWN for plumbing and heating equipment. 
American Radiator & Standard Sanitary Corporation is ac- 
tually one of America’s most versatile industrial families. 
Hence this new campaign to better acquaint businessmen 
with the dozen companies and divisions under the American- 
Standard flag. Business symbols illustrate the basic theme. 


“Choose any one and you get American-Standard quality.” 


BATTEN, 


NEW YORK 


BARTON, 


ATLANTA * BOSTON * BUFFALO * CHICAGO * CLEVELAND * DALLAS * 


DURSTINE & 


DETROIT * 


@ WINTER, SPRING, summer, fall — every season is a 
selling season for this remarkable new Toro Power-Handle. 
Just switch this engine-and-handle unit from one Toro ma- 
chine to another, and you can do everything from mowing 
your lawn to clearing snow. Life carries the advertising for 
this*significant advance by Toro, sales leader of the power- 
mower industry, a BBDO Minneapolis client for 14 years. 


—— 
Educationg) POte. BARN ¢ 
UNICS 


tract |, 
arge farmer oud 
‘ences 


4) DOWN ON THE FARM, the hottest thing in construc 
tion is the pole barn. Built around wood poles that are 
pressure-creosoted by Koppers Company, a pole barn can be 
put up fast and cheap. To cultivate sales, BBDO Pittsburgh 
helped Koppers develop this unusually effective promotion 
for dealer-sponsored farm meetings. So far. Koppers “Pole 


Barn Clinics” have visited over 100 rural communities. 


OSBORN. 


HOLLYWOOD - 


INC. 


MINNEAPOLIS * 


Advertising 
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EXECUTIVE OFFICES: 386 Fourth Ave., New York 16, N. Y. LExington 2-1760 
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CONTENTS 


January 1, 1956 


ADVERTISING 


Street & Smith Celebrates Centennial 
Taylor Wine Aims Ads at Sales-Influencing Targets 


BUSINESS FORECAST Are ...developing anew 
Future Sales Rating Board Reads: "Higher Peak Ahead” product?...adding a 


department? ...expanding 
CONTESTS 


or building a plant? 
Qantas Awards Kangaroos in Screwy Contest ...revamping production? 


All growing industrials are making or planning such 
INDUSTRIAL ADVERTISING improvements. And none of these steps can be taken 
: successfully without .. . 


Pacific Coast Engineering Direct-Mails 275-Ton Cranes PRODUCT INFORMATION... 


MORE product information the latest and most 
reliable 

INTRODUCING NEW PRODUCT That’s why a serviceable source of product informa- 
tion is so vital to expanding business to buyer 

Sylvania Uses Hard Sell for New Softlight and seller alike : 

The most convenient and efficient source of product 
news and information ever invented was originated 
in 1933 by Industrial Equipment News 


PACKAGING 
Orange-Crush Picks Four Cities for Package Test 


No other source approaches IEN 
in up-to-dateness, clarity or 
comprehensiveness. 


SALES MEETINGS Details? 


Skyway Luggage Packs Sales Session in Rail S Sond for complete 
yway Luggag s Session in Railway Car pec 


SALES PROMOTION 


Braniff Scans Latin American Markets, Offers Free Reports 
To Sell Newly Rich Mass Market—Educate! 


DEPARTMENTS AND SERVICES 


Advertisers’ Index Sales Trends (Retail) 
Editorials Significant Trends 
High Spot Cities Scratch Pad 

Letters They're in the News 
Mail Promotion Tools for Selling 
Sales Gains & Losses Worth Writing For 


SALES MANAGEMENT, with which is incorporated PROGRESS, is published semi-monthly on the first 
and fifteenth except in May, September and November when it is published on the first, tenth and 
twentieth. Affiliated with Bill Brothers Publishing Corp. Entered as second class matter May 27, 1942, 
at the Post Office, East Stroudsburg, Pa., under the act of March 3, 1879. Publication (printing) offices, 
3 North Crystal St., East Stroudsburg, Pa. Address mail to 386 Fourth Avenue, New York 16, N. Y. 
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Chicago 
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Circulation 
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SALES MEETINGS 
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and production office: 1212 Chestnut Street, Phila- 
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without the use of schemes, premiums or contests — “Just a Good Newspaper.” Sone 
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Capital Biirlines 


TO THE MAN WHO'S NEVER FLOWN ... 


Let the VISCOUNT be your introduction to air travel . . . for here is the ultimate in swift, smooth, quiet flight. 
You'll be flying the world’s most modern airliner, powered by four Rolls-Royce turbo- pre p* engines 
and proved by more than a billion passenger miles. The quiet elegance of 


the VISCOUNT is preferred by experienced travelers everywhere. 


Jet-prop 


AIRLINES 


To be published February 15th’ 


Facts about the fast-growing Latin American 


markets never before available! 


This book 


tells you where 
the money is 


in the world’s 3rd we: 


ilthiest market area! 


This book gives you facts never before 
collected under one cover—along with 
an analysis of these facts which will be 
indispensable to you if you sell, advertise 
or want to invest in Latin America. 

THE LATIN AMERICAN MARKETS— 
gives you your first clear picture of 
the world’s third wealthiest market 
area... from Mexico and the islands 
of the Caribbean to Cape Horn, at 
South America’s southern tip, country 
by country and market by market. 
Nothing like it has appeared before. 

The marketing information in this, 
new book is the most accurate obtain- 
able. It is so up to date that it even 
includes the recent changes of prov- 
ince names in Argentina. 

Here are facts culled from no fewer 
than 73 major official sources and 
literally hundreds of minor ones. 

Compiled by J. Walter Thompson 
Company—published by McGraw- 
Hill—TuHeE LATIN AMERICAN MAR- 
KETS includes 24 maps designed 
especially for this book by the 
American Map Company, which are 
worth the price of the book alone. 

ORGANIZED FOR EASY USE 
THE LATIN AMERICAN MARKETS is 
organized in three parts: 


Part 1: Gives you an understanding 


It is impossible to do more than 


of basic trends—gives you an over-all 
background against which you can 
interpret the detailed information in 
Part Two. 

Part 2: Classifies each of 30 markets 
separately, in detail, under 10 major 
topics or yardsticks. It gives you the 
facts essential for effective marketing 
— Population, Climate, Production, 
Income, Exports, Resources, and so 
on. This section also tells how these 
characteristics may affect packaging, 
distribution, sales potential, etc. 

Part 3: Provides the basis for de- 
cisions to enter or not enter these 
markets; and how to enter them. 
Should method of entry be by branch 
factory, or by licensing arrangement 
or exporting? If exporting— what 
methods and channels should be used? 
What are the conditions affecting 
marketing, advertising and other pro- 
motional efforts? 


If you need this book at all it is in- 
dispensable. Order now. Already, prior to 
publication, half of the First Edition has 
been reserved. While they last, we will be 
happy to mail you a copy, anywhere with- 
in the Continental United States, prepaid 
for examination. Study it for five days. 
If it does not live up to your expectations, 
return it to us and you will owe us noth- 
ing. If you decide you wish to own it... 
remit $18.00. 


suggest the great. values this book 


may have for you. You must examine it yourself. Mail the coupon! 


A quick look at the colossal 
Latin American market 


e@ Latin America is a market of roughly 
173 million people—this is eight mil- 
lion more than the total popu’ation of 
the United States 


e Latin Americans’ ‘consumed about 
$37 billion in goods and services in 
1954 (at 1950 prices) 


@ Last year we sold more to the coun- 
try of Venezuela ($531 million) than to 
Austria, Denmark, Ireland, Greece, Nor- 
way, Portugal, Turkey, Spain, New 
Zealand, Egypt and Ethiopia put together 


@ Last year we sold more to the Central 
American Republics and Mexico than to 
Great Britain, our best overseas market, 
and the Scandinavian countries combined 


J. Walter Thompson Co., Dept. S-1 
420 Lexington Ave., New York 17, N. Y. 


Send me the First Edition of THE LATIN 
AMERICAN MARKETS, postpaid, for free 
examination. I will remit $18 payment 
in full or return the volume, with my 
reasons for returning it, in 5 days. 


state 


Postal regulations require remittance in fuil 
with all orders from outside the U.S.A. 
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EDITORIALS 


You Can Get Auto Sales Dollars 


If new auto sales continue to drop somewhat, as they appear to 
have done in the past 30 days, the makers of appliances, soft goods 
and all other types of merchandise may find their sales opportunities 
enlarged. 


» auto makers have enjoyed for the past 12 months the fruits 
of their successful merchandising. “They have made almost eight 
million Americans want new cars so badly that they bought them 
in 1955. The auto sales chiefs are the envy of the sales profession. 
They laid claim to a fantastic share of our disposable income—and 


vot it. 
yus that the car builders have outsold all the rest of us. 


he drop in new car sales is interpreted as the end of the 1955 
boom, the rest of us are either unimaginative or lazy. People are 
still in a buying mood. The various consumer purchase surveys in- 
dicate that people are willing to commit their future earning power 


voods today. 


Think of how many, individual items a consumer can buy today 
100 to $3,000 he might have invested this year in a new 


he auto industry has been taking great gobs of steel, glass, 
rubber, and copper. Other industries have been hard-pressed, as has 
the auto industry itself, to lay hands on sufficient supplies for current 
sales. Raw material supplies are still available, but they may be dis- 
tributed differently in 1956. 


We wonder which industries and which companies will enlarge 
their marketing in 1956 to capitalize on America’s buying mood 
today and the freeing of “auto” dollars for non-auto products and 


services, 


Io paraphrase Kiplinger, the smart ones now, as always, will 
make mone) 


Why You'll Be on the Defensive 


Politicians have found that people will listen to attacks on the 
great corporations on ‘business’ — even though they turn right 
around and happily buy the products of the accused. Current ex- 
ample: the auto makers. 


So don’t be surprised throughout 1956 to find yourself—especially 
if you are a food processor—on the short end of the public argument 


about food prices being too high and farm prices too low. 


Food processors have created thousands of convenience foods. 
‘They've created dozens of packaged foods, scores of them requiring 
a minimum of preparation. Each of these conveniences has been 
rapidly accepted by consumers. But processing obviously raises the 
cost of the product, or at least, increases the spread between what 
growers receive for their grains, fruits and meat, and what con 
sumers pay for packaged products. 

One of the biggest marketing stories of 1956 will involve the 
farmer. Farmers are a minority of the population, but for years 
they have accounted for the largest number of Senators and Repre- 
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Advertisers please note: 


the 
specialist 


A skilled mechanic was called 
when a complicated machine 
broke down. He took a hammer, 
struck a single blow on a specific 
spot . . . and the machine was 
fixed. 


He told the cashier his bill 
was $200. She insisted he itemize 
the bill. The mechanic wrote: 


Hitting one blow 
with hammer 

Knowing where 
and how to hit............$199.00 
Total due ...3200.00 


MORAL: Knowing where and 
how to hit is what counts. The 
tool that strikes the blow often 
is very simple. Sidney Clayton 
& Associates are specialists in 
knowing where and how to 
make your advertising and sales 
promotion hit. 


Want more facts? Write for 
your copy of our brochure, 
“Advertising And Your Market 
Franchise” 


Sidney Clayton 
& Associates 
ADVERTISING 


75S East Wacker Drive 
Chicago 1, Illinois 
DEarborn 2-3732 


A young, flexible organization of 
advertising and sales promotion 
specialists serving advertisers with 
moderate budgets. 
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makes industrial 


plants prosper, too! 


One of the big reasons for the healthy 
growth of Upper Midwest industry is 
nature’s bountiful legacy of water. Here’s 
what Minneapolis Star and Tribune 
news editor Paul Veblen found in a 
recent market-area study: ‘“‘In Minne- 
sota, one square mile in every 20 is 
covered by water. 

‘“‘Minneapolis water mains can supply 
more than twice as much water as the 
city now uses. Underground water is 
also plentiful...commercial wells 
pumping 1,000 gallons a minute are 
common. Yet one geologist states: ‘As 
far as we can see, there is no danger of 
overdrawing...no sign of difficulty, 
even in downtown Minneapolis where 
there is a concentration of wells. Few 
areas in the country can promise in- 
dustry the water supplies we can.’ ”’ 


What makes a market great? 
Minnesota’s “close to the surface”’ 
water is only part of the fabulous wealth 


If you are an advertiser, or an advertising agency, we can show you 
facts and figures to prove: the quickest, most economical way to tap 


of the Upper Midwest. Just consider: Min- 
ing companies are spending more than a 
billion dollars in Minnesota on facilities 
to process Taconite ... North Dakota’s 
Williston Basin, only discovered in 1951, 
now has 440 producing oil wells in 17 
proved fields... New refineries and re- 
lated industries are sprouting all about 
the Upper Midwest to handle the oil 
from these fields ... And enough lignite 
has been found in North Dakota to 
supply the total solid fuel consumption 
of the United States for 240 years. 


Retail sales... bank debits... build- 
ing permits... in fact, =ll accepted in- 
dicators of prosperity ...are up in the 
Upper Midwest. All this adds up to a 
picture of market prosperity that is cer- 
tain to make headlines for years to come. 


No wonder they say, “The next 25 
years belongs to the Upper Midwest.” 


——————— 


LIGNITE 


—_ 


S 


the rich Upper Midwest Market is through the Minneapolis Star and NBS 


Tribune. Now only the 4 largest cities in the United States have news- 
papers with more circulation than the Minneapolis Sunday Tribune: 


625,000 in Minnesota, North and South Dakota, western Wisconsin. 


EVENING 


MORNING AND SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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Keith Alderson (above) is Traffic Co-ordinator for Sportsvision, Inc., in Hollywood. He says, 


“i'm the Sunday morning quarterback!”’ 


“When the final gun sounds on Saturday's football games,” 


says Keith Alderson of Sportsvision films, “cameramen rush 
their film to us. 

‘By Sunday morning, we've got finished prints of Pacific 
Coast Conference games into the hands of the coaches. They 
call me their ‘Sunday morning quarterback’ ! 

‘But that’s the easy part of the job. 

“By evening, we've edited all the games into three half- 


Airkxpress 


hour TV shows—Big Ten, PCC games, and the All American 
Game Of The Week. Out they go to 150 television stations 
for immediate showing. 

‘How do we do it? Air Express, across the board! 

“Nobody else can meet our schedules. Yet Air Express 
saves us money! Austin, Texas, to Hollywood, for instance, 
costs $8.03 for 15 lbs. That’s $1.68 less than the next lowest 
priced air service.” 


cy — 


GETS THERE FIRST via US. Scheduled Airlines 


CALL AIR EXPRESS ... division of RAILWAY EXPRESS AGENCY 
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sentatives in the Congress. So the farm interest will be catered to 
this year by both Republican and Democratic parties. 


Political oratory will not convince the housewife that she is wrong 
to like—and be willing to pay for—convenience foods. But you'll 
find it in your own interest and in the public interest to tell your 
side of the story on the cost of convenience foods you have created 
because the people have demanded them. 


Look Who's Bold Now! 


The present mental state of the people favors the moderate in 
politics. Today politicians shy away from the tag “liberal” or ‘“‘con- 
servative.” So it is newsworthy that the role of the bold now falls 
pretty much to the businessmen who have been investing billions in 
new plant capacity and in modernization. 


It is businessmen who are dissatisfied with the present state of 
satisfaction about jobs, product quality and profits. We hope that 
all of them continue with their healthy dissatisfaction in 1956. 


It is part of the psychology of consumer goods firms to deliberately 
create obsolesence. While no one would suggest that a 1954 car is 
worn out by 1956, both buyers and sellers recognize that obsolesence 
is a state of mind as well as a physical measurement. 


Not all businessmen, to be sure, go along with the idea that it is 
good management to replace capital equipment before it wears out. 
However, “obsolesence,”’ the Association of Consulting Engineers re- 
minds us, “means something quite different from wear and tear. 
It means that something better is available.” 

Isn’t it the obligation of the salesman and of advertising to 
see that all of the things which are “better” are brought promptly 
to the attention of potential users? 


We hope that there will be a few Andrew Carnegies in 1956. 
First of all Carnegie didn’t believe that he had made a mistake, or 
that his manager, Charles M. Schwab had made a mistake, when 
the following conversation (record in Herrvmon Maurer’s new 
book ‘Great Enterprise’) took place: 


“The Carnegie company had no more funds than its growth 
required but I told Mr. Carnegie we could save 50 cents a ton 
if he would let me build the mill. 


‘Go ahead, Charlie,’ he said, and I went. 


‘““ “The mill was completed in due time, put in operation, and he 
came out from New York to see it. I showed him around, explaining 
how the equipment worked. But he watched me sidewise and sud- 
denly said, ‘You are not satisfied, Charlie. What’s wrong?’ 


“ “Well, Mr. Carnegie, the mill is doing all that I promised, but 
if I had to build it over again I could save a dollar instead of 50 
cents a ton. 


‘Can’t you make the needed changes?’ he asked. 
‘No,’ I said, ‘I would have to tear it down.’ 


“Then go ahead, tear it.’ Which we did, after two months of 
operation, and built a second mill to save a dollar a ton.” 


Mr. Maurer draws the moral of this incident: ‘‘ . . . the yardstick 
of capital improvement was the key relationship between production 
and price. Carnegie was happiest when prices kept steadily falling, 
and to cut costs he was willing to act boldly.” 
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.»-sure lure for sales! 


58% of 1,066,279 Elks 
are active fishermen. 


Their median personal income 
is $6,740 enabling them to buy any 
equipment sold for sport fishing. 


Articles of well known fishing authorities 
will appear in the Elks Eighth Annual 
April Fishing Issue. 


You'll agree these facts make The 
Elks for April a sure lure for sales. 
Closing date is February 15th. 


Largest circulation of 
4/ any fraternal magazine! 
THE es MAGAZINE 
New York Detroit 
BR: Los Angeles 
» Bring All Shoppers 


CLOSE 


\ ae Ad Banners 


Turn prospects into customers 
quicker and easier with the terrific 
P-O-P impact of colorful Gleam- 
Satin Banners, Pennants, Sashes 
and Miniatures. Wonderful pres- 
tige for any product, too! 

Get close up with many sales- 

making ideas in our FREE Idea 

Book yours for the asking 


HOLLYWOOD 
BANNERS 


116 East 32nd Street, New York 16 N.Y 
Telephone: ORegon 9-4790 


ROW! FROM ATOP: TEXAS 


WFAA-TV Delivers a Fabulous 
New Selling Punch... to the 
DALLAS-FT. WORTH Market! 


Retter start throwing away all your old 
facts and figures on the DALLAS-FORT WORTH 
market. When the switch was pulled on Texas’ 
TALLEST man-made structure, the entire con- 
cept of what an advertising dollar can deliver 
in this double-barreled market was knocked 
into a cocked hat. 


COMPARE OLD ‘“B” AND NEW “B” 
COVERAGE AREAS: 


19.7% increase in retail sales! 28.8% 
increase in population! Almost a HALF BILLION 
DOLLARS increase in Effective Buying Income! 


But that only begins to tell the story! Avail- 


Tear out coupon and mail able now is WFAA-TV's new “Market Facts” 


folder which will be sent upon request. It's 


one of the most complete, most useful com- 
MAIL TO: 


WFAA-TV pilations ever devised to bring time buyers up 
3000 Harry Hines Blvd. 


Dallas, Texas to date on the nation’s 12th ranking metro- 


Yes, please send me WFAA-TV’s new “Market Facts” folder. politan market!* 


Name Title (*Based on retail sales) 


Firm 


Address 


City 


TALLEST STRUCTURE” 


ASTATION AND A MARKET GROW IN STATURE 
The new DALLAS-FORT WORTH market, as defined by “Television Maga- 
zine,” covers 42 counties, including 3 in southern Oklahoma. 

* $3,477,072,000.00 Effective Buying Power! 

* 42-COUNTY Population — 2,272,600! 

* 552,740 Television Homes! 

* $2,582,192,000.00 Tota! Retail Sales! 


This brings more people, more buying income, more retail sales into the 
WFAA-TV picture! 
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CORYELL © GRADE A 71 DBU 
Gatesville GRADE B 5S6DBU 


RURAL 49DBU 
* TOWER FACTS 


51 FEET TALLER THAN 
THE EMPIRE STATE BLDG. 


ENOUGH “STEEL” 


TO BUILD 320 AUTOMOBILES WFEAA-TY “ 
te eee Cage | S 


ENOUGH “PAINT” A 
TO COVER 95 FIVE-ROOM HOMES 


ENOUGH “CONCRETE” ede 
FOR 5 MAES OF SIDEWALK. RALPH NIMMONS, Station Manager 


1,521’ high, including antenna EDWARD PETRY & CO., National Representative | 4 
1,685’ above average terrain Television Service of the Dallas Morning News 


316,000 WATTS VIDEO e« 158,000 WATTS AUDIO 


How much time 


do your salesmen 


ge DISTANCE RATES ARE LOW 


Here are some examples: 


When a salesman travels to see a customer who’s not in— Baltimore to Philadelphia . . . . 55¢ 
or too busy to be seen—that’s “blind driving.” Cleveland to Pittsburgh . . . . . 60¢ 
8 eee 
Atlanta to New York . . . . . . $1.50 
Los Angeles to Washington, D.C. . . $2.50 


Jt’s part of the hard-cash cost of selling. And it’s too 
costly a part to have a place in today’s competitive market. 
That’s why so many sales managers have made it a prac- Sindie: seat With Wichita Mittens betnatines ania 


tice for their salesmen to telephone ahead for appointments. for the first three minutes. They do not include 
the 10% federal excise tax 


One sales executive proved that appointments made by CALL BY NUMBER. IT'S TWICE AS FAST. 


telephone saved his company $5000 a year. Another, with 


a much larger firm, reported that appointment calls gave his 

sales force 12% more selling time, worth $400,000 a year FI, 

in gross sales. BELL TELEPHONE SYSTEM (BB) 
We can show you how your company can use the tele- X 

phone most profitably in many ways. Just call your Bell 

Telephone Business Office. A represertative will visit you. 


SALES MANAGEMENT 


LE T TERS TO THE EDITORS 


On with the New, but not Off with the Old: 
November 10, 20 Issues Continue to Ring Bells 


More TV Film News 

Epiror, SALES MANAGEMENT: 
The November 20 issue of SALES 

\IANAGEMENT featuring television is 

a fine piece of work, and I just self- 

ishly wish that more space had been 

levoted to television film programs. 


Don L. Kearney 
Vice-President 
ABC Film Syndication, Inc. 


New York, N.Y. 


More Biab-Off for 
“boring blabber" 


... That brilliant guy who writes 
cliches (he must be good, he writes 
so many) probably wrote the astute 
observation: “There’s two sides to 
every question,” and maybe the other 
side of your lead editorial for No- 
vember 20 (Significant Trends, p. 
23) should be presented. (Devices 
tor blanking out television commer- 
cials. 

You lead off: 
GRATITUDE. 


right. 


THERE AIN'T NO 
Fortunately, you are 
I can think of no more potent 
ce to stimulate copy writers to 
write better commercials than the 
knowledge that set owners can turn 

ott the dopey ones. 
Few set owners will use the devices 
turn off short, 
And if the devices are ef 


interesting com- 


against long, dull, 
boring blabber, mavbe the set manu- 


ve primarily 
facturers are protecting their huge 
investments in productive facilities by 
tending to raise the standards of the 
commercials. 

Obviously, anything that tends to 
bore viewers, tends in the direction 
of reducing the popularity of tele 
vision, and anything that tends to 
minimize the annoyances, tends to in- 
crease the popularity of the medium. 
lor, THERE AIN’T NO GRATITUDE! 
Listeners do not rush out and buy 
a product out of gratitude for enter- 
tainment received. “The commercial 
must sell by the old formula of win- 
ning the favor of the prospect, etc. 
CCl. 

Anvway, viewers who turn off com 
mercials probably turn them off on 

products they are not interested 
[ could do without a lot ot lip 
stick commercials, for instance), and 
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hence there may not be as big a loss 
to the advertiser as might be sup- 
posed. Who cares whether I listen to 
commercials for lipstick or baby 
foods ? 


E. Heath Van Duzee 


E. Heath Van Duzee and Associates 
Montclair, N.J. 


Impact of TV on Marketing 

. .. With a great deal of interest 
we have read your November 20 
issue, particularly the article on the 
impact of television on marketing by 
Lawrence M. Hughes. Naturally, 
our attention was drawn to our case 
history. You are to be congratulated 
upon the handling of the story of 
LESTOIL and television. . . . I, per- 
sonally, am very pleased. Please ac 
cept my 
the entire article, 


sincere congratulations on 


J. L. Barowsky 


Adell Chemical Co. 
Holyoke, Mass. 


Impact of Hughes on Telecasters 

I cannot think of 
important fact, trend or concept that 
was omitted in Mike Hughes’ very 
comprehensive wrap-up on the im- 


a single 


pact of television on the marketing 
world (“TV in Ten Years Trans 
forms America,’ November 20, p. 
30). 

My heartiest congratulations Tor a 
job well done and a compendium that 
is must reading for all of us in the 
business. 

Sydney H. Eiges 
Vice-President in Charge of Press 
National Broadcasting Co., Inc. 


New Y ork, N.Y. 


Mike Hughes’ TV story is a 
real beauty and makes very interest- 
ing reading. I was especially keen 
about the story on ALCOA’S recent 
saturation day. 


Robert W. McFadven 


Manager, Sales Planning and 
Merchandising 

National Broadcasting Co., Inc. 
New York, N.Y. 


(continued on page !7) 


LOOKING FOR MORE SALES? 


Then Look Into 
the Sales-Prolific 
Baking Market 


BY HAROLD E. SNYDER 
Editor, Baking Industry 


There’s little doubt about the stability 
of the baking industry — or its rapid 
rate of expansion for that matter. The 
bakers constant search for new ideas 
in itself generates sales of new equip- 
ment, materials and supplies — and 
this $5 billion annual market could 
easily develop into a windfall of sales 
for you. 


Ingredients and supplies alone will 
constitute a tremendous $2% billion 
market this year. Here are some 
typical examples: 


Butter & Butter Substitutes $31,211,000 
Corn Syrup 4,022,000 
Eggs 71,593,000 
Fats & Oils 151,260,000 
551,830,000 

47,138,000 

Malt Extract 6,435,000 
Milk .. 58,400,000 
Packaging 229,606,000 
4,022,000 

126,000,000 

48,747,000 


With an unchallenged reputation for 
editorial excellence; top paid circula- 
tion-coverage of 92% of the indus- 
try’s buying power; plus a complete 
merchandising package to bolster 
your advertising efforts, BAKING 
INDUSTRY magazine aids you in 
exploiting the tremendous sales po- 
tential available in this ready-to-buy 
$5 billion market. Find out the com- 
plete details by checking. with your 
BAKING INDUSTRY sales represen- 
tative. BAKING INDUSTRY, a Clis- 
sold Businesspaper, 105 W. Adams 
Street, Chicago 3, Illinois. 
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Eastman’s confidential Editorial Research Reports to publishers prove that readers find advertising in Business Pub- 
lications as interesting as editorial material. The full Eastman release on this subject is available to you on request 


“70% of Advertisement Reading in Business 
Publications is intentional—not accidental” 


says ROY EASTMAN of the Eastman Research Organization 


“Why shouldn’t it be,” Mr. Eastman continues, “The overall results of a year’s inquiry on this sub- 


“since Business Publications advertise the 
things by which readers make their livings?” 


“A year and a half ago, we injected into all of our 


very ject (32 surveys for 18 publications) show that the 


average exposure to advertising is 70% intentional, 
only 30% accidental. 


confidential readership surveys a penetrating in- “Moreover, 94% of the readers of these publica- 


quiry as to how the advertising was read. 


tions, on the average, reported that they gave con- 
scious attention to the advertising.” 
Advertisements in Business Publications reach an 


audience that’s interested in your message . . . an 
audience that wants to read what you have to say. 


NATIONAL BUSINESS PUBLICATIONS, INC. sais x street, w. w., washington 5, D.C. * STerling 3-7535 


The national association of publishers of 173 technical, 
professional, scientific, industrial, merchandising and 
marketing magazines, having a combined circulation 
of 4,098,937 . . . audited by either the Audit Bureau of 
Circulations or Business Publications Audit of Circula- 
tion, Inc. . . . serving and promoting the Business Press 
of America . . . bringing thousands of pages of special- 
ized know-how and advertising to the men who make 
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decisions in the businesses, industries, sciences and 
professions...pin-pointing the market of your choice. 


Write for a list of the NPB publications and the 
“Hete’s How” booklet, “How Well Will We Have to 
Sell Tomorrow?”, written by Ralston B. Reid, Advertis- 
ing & Sales Promotion Manager of the Apparatus Sales 
Division, General Electric Company. 


SALES MANAGEMENT 


LETTERS 


. . . The article (Sandura) was 
well written and related a successful 
case history in selling. The TV broad- 
cast itself was dramatic, but the meth- 
ods used by our client Sandura to 
make it produce excitement in the 
trade are what really sparked their 
increased sales. It was one of the 
best jobs: of coordination between 
sales and advertising that I have seen. 

Both we and our client were 
pleased that you spotlighted this ac- 
tivity. Everybody likes to “win an 
Oscar” now and then. 


E. H. Greist 


President 
Hicks & Greist Inc. 
New York, N.Y 


Five-Year Forecasts? 


Epiror, SALES MANAGEMENT: 

We were quite mpressed with the 
November 10 issue of SALES MAN- 
AGEMENT: “Marketing on the Move 

1945, 1955, 1965.” 

This will make an ideal companion 
to your famous “Survey of Buying 
Power.”’ In fact, it is my hope that 
you will not wait another 10 years 
before publishing another “forecast”’ 
issue. Why not every five years? 


William F. Edwards 


Director of Marketing 
D. P, Bushnell & Co., Inc. 
Pasadena, Cal. 


AMPS for Measuring 
Sales Power 


This dynamic and informa- 
tive issue [November 10] is an ex- 
cellent guidepost for future planning 
and I shall make full use of it. 

An instant reflex to this issue was 
a personal inspiration to create a sim- 
ple formula to quickly and easily 
identify the forces that will motivate 
the next 10 years of plus prosperity. 

On your car’s dashboard you have 
a meter marked amps. This is the 
ammeter that measures the electrical 
power that starts and drives your 
car. You would not get any place 
if your car’s power was at a low 
point. 

AMPS is easily translated to a meter 
for measuring sales operations: 

A—Advertising 

M—Merchandising 

P—Promotion 

S—Sales 

As the automobile AMPs measures 


(continued on page 19) 
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“Pre-Planned” 


United Moving 
takes ALL the details 


off your hands! 


Waiy worry about packing, loading rout- 
ing, scheduling and other problems when 
you transfer personnel? Just call your nearest 
UNITED Agent... tell him who you want to 
move, where and when you want them moved. 
He carefully Pre-Plans every little detail... 
anticipates every problem ...assures a smooth, 
safe, clean move. And this better service costs 


no more. 


PRE-PLANNED Moving In Sanitiged Vans 


xclusive Sales Information | 


For Men 
Who Have to 
Build Sales 


Now you can help your salesmen find prospects faster ...con- 


centrate where it counts most...get the jump on new business 
with the latest editions of Dun & Bradstreet’s STATE GUIDES 

Give a salesman a list of his prime prospects, arm him with 
up-to-date facts about these customers’ purchasing power, fur 
nish him vital information on which to plan his approach, and 
you have the formula for more and larger sales 

hat’s exactly the kind of pin-pointed help you'll find packed 
into each of Dun& Bradstreet’s latest pocket-size STATE GUIDES 
City by city, town by town, these valuable books list the retailers, 
wholesalers, manufacturers in which you're interested. Not just 
the ones in downtown sections, but also those on the outskirts 
in the suburbs and on the highways 


EASIER TO PLAN SALES STRATEGY 


If he will invest a few minutes in pre-call planning, any sales- 
man can select the prospects and arrange his entire day's calls 
to concentrate where the profit potential is greatest. Easy-to- 
understand codes tell him the type of merchandise handled, the 
number of years in business, the financial strength and credit 
rating 

STATE GUIDES are actually the 3,500-page Dun & Bradstreet 
Reference Book published in handy 5” x 7” size for each state 
That is why they are available only to Dun & Bradstreet sub- 
scribers—and why they can give your salesmen such a big edge 


over your competitors 
MORE TIME FOR ACTUAL SELLING 


Because salesmen can plan ahead, there is less back-tracking, 


less wasted motion in prospecting, fewer hit-or-miss calls. They 


Anson Aron S 
Askin Alton H 
Atwell Roy D RugCig 
Atwood May (Mrs Charles) Gr 
Baker Sam J GrFdSpc 
Benson Henry & Son Pta 5 H3'> 
3 Biddle Bros inc Vg B+l'> 
(Br of San Francisco Cal) 
Bittner Olen 
Bradley & Jones 
Browder’s Stores 
(See Centerville) 
Burton L B & Bro R1 
Butler Archie Jr 
Buxton Robert 
Cadman Charles 
Calder’s Food Market 
Caldwell Frank 
Cameron H D & Son 
Carlton House 
Carter's 
Carver George D 
Chatfield Miss Rose 
Chester & Mears 
Childs George W'R3 
Clifton William E 
Clinton James 
Clough Arthur & Ann st 
Cody Edward F HayGrn 6 
Colfax Interior Decorator 
Collins Paul J Inc 
Congreve Herbert Rl 
Davis Charles Wm 
Dawes Howard H 
Day Oscar 
Decatur Joe .NR 
Delta Co 
Dobson Henry 
Drake Miiton R 
Eads 0B 
Eddy Trim Shop 
E'gar Charles C 
Emerson Charles 
Evans Frank Co 
Ewell Bruce J 
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know where they’re going. They know what kind of business to 
expect and how large an order to ask for. And because they can 
make more calls each day on the right prospects, they can spend 


more time actually selling, produce more business 


New Editions Reflect 800,000 Changes 
Make sure your salesmen know the many NEW businesses 


and NEW ratings in their territories! 


Business changes occur at the rate of more than 5,550 a day! 
New concerns are opened. Others change ownership. And thou 
sands have changes in capital and credit ratings, favorable and 
unfavorable 

With the help of the latest State Guipes your salesmen can 
keep up with these changes, know when to seek larger orders 
Chey can instantly spot new businesses, get the jump on compet 
itors, open new accounts. Don’t handicap your sales force with 
outdated information—when it’s so easy to give them the latest 


facts with these new STATE GUIDES 


Here’s how to get these valuable guides 


to your salesmen in time for next week's calls! 


All you need do is telephone the Dun & Bradstreet office nearest 
to you. Subscribers to Dun & Bradstreet credit information serv- 
ice are entitled to these STaTe GuIDEs at surprisingly low cost 
You can have all or any of the various states —as many copies of 


each as you want 


Dum Bradstreet, Inc. 


OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES 
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the car’s power, so the sales AMPS ; es: a’ | * 


will measure the power of the sales Before ou BUY 
vehicle. If the amps meter should J 


register low, or should be missing —7 4 Visibie Equipment 


any of these points, the sales vehicle 
will be underpowered and will not 
go the distance or make the speed of 
which it is capable. Since it is now 
universally recognized that produc 
tion is on a guaranteed basis through 
automation techniques, the problem 


will be to move the accelerated pro - 
duct the i Good 


tion, and sales vehicle will 


have to function at full power to Reasons 


carry the load. A meter to check the 


pat Msc power becomes a must to with 


insure full operating power. 


Frank L. Diaz, Jr. 


~~ FEATURE 


Frank L. Diaz, af. i® Locking signa! m3 \ 
Sales & Advert '2. Easily moved signal 


Brooklyn, N.Y. (3. Protected pocket [HMM 1. Pocket lug riding on rail 


(4. Pocket tight to lug” 12. Frictionless shift of pockets 


> We are very indebted to you for [5 Positive | Visibility. ( 13. Perfect layback of pockets — 
thinking up the meter for measuring '6. Ease of insertion — 14. Roller suspension “slide 


sales operations and for taking the 7.Quality 15. Group shifting of pockets 


trouble to send congratulations on 8. Price Y 16. Greatest card capacity 


our “M: ket yO he Mov ”? ssue, ° 
_— fe ine 9 Effective Tools for Effective Management 
Wiser Now WASSELL ORGANIZATION, INC. Westport, Conn. 
. On p. 46 of the November 10 
issue there is a chart headed, “If You 


Had Been Wise Ten Years Ago.” 


On some of the figures there is a When the surveys indicate that 


lower case a and in the footnote 


the (a) refers to an adjusted figure. 
Can you please tell us how these am. fm. tv. 


figures were adjusted? 


W. T. Clawson is the 


Marketing Director “QUAD-CITIES’ FAVORITE” 


Miller Printing Machinery Co. 


Pittsburgh, Pa. 


> The figures were “adjusted” to . .. we believe that this distinction 
take cognizance of the stock split. For 
example, General Motors Corp. split 
its stock two for one in 1950 and through the 25 years of continuous, 
then only a couple of months back . . 

split it again chic for one. The old reliable WHBF service in the broad- 
General Motors stock sells for ap- 
proximately $150 a share, but the | 
new stock, when issued, sells for $50 |  tainment to an appreciative Quad-City 
as a result of the split. 


iain castaesctentl 


has been earned and achieved 


casting of news, education and enter- 


community ... now '/4 million people. 


Not Crossed Up 
. We were indeed delighted with * 
the treatment you gave our Grey | 
Matter contribution in your Novem- LES JOHNSON, Vice President & General Manager 
ber 10 “Marketing on the Move” 


issue. We want to congratulate you 


ee 

on a particularly good issue. WHBF CBS FOR THE QUAD-CITIES 
Christopher Cross 

| : AM + TV--ROCK ISLAND 

Director, Publicity-Promotion Dept. 


Grey Advertising Agency, Inc. 


New York. N.Y , Cait AVERY-KNODEL — New York, Chicago, Detroit ¢ 
INeW Oo . ° e 
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American Viscose Corp 
American Character Dol! Co 
Apex Electrical Manufacturing Co. 
Birge Co., Inc. 
E. L. Bruce 
Caloric Stove Corp. 
Connecticut Chemical Research Corp 
Culligan, Inc. 
Daystrom Furniture Corp., Inc 
Detroit Stee! Products Co 
Dormeyer Corp. 
Eastman Kodak Co 
Edison Chemical Co. 
General Dynamics Corp 
Glass Containers Manufacturers Institute 
Hobart Manufacturing Co. 
international Molded Plastics, In 
International Salt Co., Inc 
The Kalart Co., Inc 
The Lau Blower Co 
Lee, Ltd 
Lettuce, Inc 
Lorentzen Hardware Manufacturing Corp 
Magia Products 
The Maybelline Co 
Morton Salt Co. 
Motor Wheel Corp 
Outboard Marine & Manufacturing Co 
Paulsboro Manufacturing Co 
Pioneer Rubber Co 
Pittsburgh Coke & Chemical Co 
Polk Miller Products Corp 
A. H. Pond Co., Inc 
The Rath Packing Co 
0. M. Scott & Sons Co 
Stern's Nurseries 
Union Underwear Co., Inc 
The Weather-Proof Co. 
Webster-Chicago Corp 
Weco Products Co 
Whirlpool Corp 
Whitehouse Co. 
The J. B. Williams Co 


Woman's Day, inc. 
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During the first nine months of this year, 51 ad- 
vertisers entered network television for the first 
time. 


L4 of these new advertisers were on NBC 


42 of them were on NBC exclusively 


Getting new advertisers, keeping old ones, NBC 
served 195 satisfied sponsors during this period 
...compared to 109 for the next network, and 77 
for the third network. More advertisers than the 
next two networks combined. 

NBC has proved itself the pioneer network, 
with its new programming patterns and sales 
plans: Today - Home - Tonight, NBC Matinee 


Theater and Color Spectaculars, 
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NBC has proved itself the creative network, 
with its Wide Wide World, Medic, NBC Opera 
Theatre, Project 20 and the exciting and uni- 
versally-imitated Spectaculars...with its new per- 
sonalities and its unending search for new talent. 

NBC has proved itself the follow-through net- 
work, Extensive merchandising is available to 
every product on NBC Television; every program 
is backed by extensive promotion. 

Why not join up? There’s still room for new 
members...and you’ll soon discover that the re- 


wards are great. 


Exciting things ne 
pei el are gc television 


be Sure to SELL SYRACUSE 


NIGHT or day, South Salina Street in Syracuse 

is the “main stem” of Central New York 

— drawing its shoppers and amusement seekers from 
a 15-county area with a population of 1.3 million 


and annual buying power of $1.9 billion! 


Morning and evening, The Syracuse Newspapers 
are the only sure selling force in this great 
market — delivering 100 percent saturation coverage 
of greater Syracuse, and effective circulation 


in the 14 surrounding counties. 


No other combination of media can do a 
comparable selling job, at a comparable cost, 


*Sales Management's Audited Survey, June, 1955 in the nation’s greatest test market. 


Represented Nationally by MOLONEY, REGAN & SCHMITT 


the SYRACUSE NEWSPAPERS 


N ccceneenipsesi HERALD-JOURNAL & HERALD-AMERICAN THE POST-STANDARD 
The HEARTLAND = \ Evening Sunday Morning & Sunday 


of ; i , 
WEW YORK STATE ” ) CIRCULATION: Combined Daily 223,103 . Sunday Herald-American 221,954 "Sunday Post-Standard 101,254 
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SIGNIFICANT TRENDS 


Marketing News as Viewed by the Editors 


SOMETHIN’ FOR NOTHIN’ AIN'T! Ungram- 
matically phrased but economically sound, that 
short and homey line could well serve as the watch- 
word for 1956 


According to SALES MANAGEMENT?’s Future 
Sales Ratings Board, it will be a year in which 
dollar sales will be up about 5%. (See “There’s a 
Higher Peak Ahead,” p. 25.) But there is no guar- 
antee that your sales will automatically rise to that 
level. You won't get somethin’ for nothin’. 


This will be a year of strong competition and 
you will have to fight new products, new ideas 
and new hard-sell techniques to hold your own. 


And, to achieve a greater sales volume in 1956, 
you will have to do a superior job of selling which 
will be a test-by-fire of your ability to sell outside 
of a boom climate. In other words, no one’s going 
to hand you a 5% increase as your share; you've 
got to earn it 


Let's suppose that you do raise your total unit sales 
in 1956 and thereby increase your dollar volume. 
Will your end-of-year profit show an increase? 


First off, it will cost you more to sell; the over- 
head of sales always goes up when you meet 
the double-horned threat of consumer resist- 
ance and aggressive competition. But both 
you and your competitors will face other chal- 
lenges. Let us cite a few: 


Material shortages are growing in some fields, espe- 
cially in steel. These may raise your company’s 
material costs,.or they might call for substitutes. 
Either way, it could become difficult for you to 
hold the same profit margin without raising prices. 
Labor costs have gone up and will go up more. 
This is both good and bad. It is good because it 
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means millions of workers will have more money; 
it is bad because it may directly affect production, 
distribution and selling costs of your product. 


Instalment-plan buying will probably ease off 
among middle- and lower-income groups. Many 
of the families in these categories are already obli- 
gated for as much as or more than they can afford 
However, other groups—numerically smaller in 
size—will still seek easy payments. 


There is another challenge — one that is not so 
obvious. You must educate the consumer to appre- 
ciate more and better products as his income rises. 
Except for certain prestige products, the average 
citizen does not “just naturally” upgrade his tastes 
when his salary rises. It is a job for advertising and 
selling to make him aware of the new benefits his 
increased earnings can bring. 


The outlook for 1956 is excellent. Americans 
will very likely spend 5% more than they did 
last year. But, to get your “just” share, you 
will have to spend more for advertising and 
more for sales in the year ahead. 


FEWER MERGERS are expected in 1956. The 
reason: 1955 set the highest record in a quarter of 
a century and a good percentage of the likely con- 
solidations have been consummated. This year look 
for some more merger activity in appliance field; 
look for other appliance makers to drop out. 


Effect of 1955’s merger activity will be felt in 
1956 by those who are directly competitive. And, 
as we get into the year, the supposedly more effi- 
cient production, marketing and financial advan- 
tages which prompted the mergers will meet the 
test. Time will also tend to bear out the wisdom— 
or folly—of the merging companies. 


(continued) 


Significant Trends 


THE BIGGEST APPLIANCE DEALER in the 
world — Polk Bros., Chicago — is really trying to 
get color TV off the ground. A personal letter to 
us from Sol Polk offers to “prepay freight to any 
place in America on any color television set you 
order.” He says he will also arrange for installing 
and servicing the set. 


Polk has led the way in many merchandising inno- 
vations. Some time ago, he broke the traditional 
appliance dealer bonds of servicing just a neighbor- 
hood. He sold the first TV set in Chicago; spon- 
sored the first TV program there. He spends $1.5 
million on advertising, grosses $30 million an- 
nually, and his customers travel to him from miles 
around. 


Now it appears, he’s about to become the first 
appliance dealer to go “national” in his efforts to 
sell a product. To Polk, though, color television 
is something special. “There just isn’t any end to 
the possibilities for creative merchandising offered 
by color television,” he says. “Color is going to be 
the strongest trend in both product and packaging 
development in the next 10 years, wait and see.” 


Next step toward exploiting this market, Polk 
declares, is to create mass exposure to color 
TV. His letter closes with the plea: “Help 
tomorrow’s promise come true today.” 


Our question: Are color TV manufacturers — or 
even television networks—as vigorous and as per- 
suasive in their promotion of color television as 
this dynamic Chjcago retailer? If not, why not? 


THE LURE OF THE CITY isn’t what it used to 
be. But Junior is still leaving the farm. Total 
population increased about 8% in the past five 
years, but farm population is down 2%. There 
are only 4% more city folks. The suburbs, of 
course, have made the big gain. It comes to a 
whopping 28% increase over 1950. 


SELF-CONFIDENCE in a salesman is held to be 
a highly important asset by Henry L. Kotkins, 
president of Skyway Luggage Co. (See “Luggage 
Maker Packs Sales Meeting into a Railway Dining 
Car,” p. 30.) So he has outfitted his sales force 
with powerful new Lincoln Capris to keep their 
spirits high. Car mats and upholstery match Sky- 
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way luggage; the autos have air conditioning and 
two-way telephones. Now, if a Skyway salesman 
should receive a working-over at the hands of a 
hard-to-please dealer, he comes out to a car that 
restores his equanimity and confidence and can 
enjoy a pleasant drive to the next town. 


HENRY FORD introduced the automobile to the 
masses, and it looks as though he’s going to have 
a posthumous hand in popularizing investment in 
stocks. Wall Street brokers are guessing that 500,- 
000 new investors will subscribe to the Ford issue— 
at $60 a share. There are an estimated 7-10 mil- 
lion stockholders in the U.S. now. A further guess 
is that the stock will split within nine months. 


From an auto sales standpoint, the stock move 
means that at least a half-million families will have 
a better-than-average reason for making their next 
car a Ford. It certainly won’t hurt the Ford Motor 
Co. in its all-out drive to top Chevrolet. However, 
GM has about 582,000 stockholders backing it, 
and Chrysler has slightly fewer than 90,000. 


UNRELATED SELLING may get more attention 
in the months to come—especially with big-ticket 
appliances. Recent example: Foam rubber pillows 
were Offered for 98 cents each “if you permit our 
saiesman to open the door of a Westinghouse re- 
frigerator while you look inside.” (Result: 23 refrig- 
erators, 1,000 pillows sold.) A $7.95 TV antenna, 
marked down to 99 cents (if you look at our Wedge- 
wood stove) also resulted in sales. 


COLOR TELEVISION, coast-to-coast on a closed 
circuit, will become a reality February 1. Fifty 
hotels will be on the initial hookup and by June 
that number will be expanded to 100 in major 
market areas. The development is by Sheraton 
Closed Circuit Television, Inc., subsidiary of the 
hotel corporation, and it will open new horizons 
for business and industry. 


Projection equipment for color, capable of produc- 
ing a picture 15’ x 20’ will be installed soon in 
New York and Chicago. Other projectors are on 
order. In the interim, viewers of closed circuit 
color shows in other cities will watch the presenta- 
tions on the more than 200 21-inch color sets the 
Sheraton firm recently purchased. 


SALES MANAGEMENT 


“There's A Higher Peak Ahead” 


ay 


That's what Sales Management's Future Sales Rating 
Board sees when it stands on the summit of 1955 and gazes 
at the next 12 months. Retail sales will be up 59%; maybe 
more if we are able to do a really superior job of selling. 


BY PETER B. B. ANDREWS © Consulting Economist 


Despite rather widely expressed 
concern over possible overextension of 
credit and possible declines in home 
building and automobile buying, the 
Board of Analysts of Future Sales 
Ratings predicts an over-all record 
year of business in 1956. Average 
expectation is that total retail sales in 
1956 will exceed those of 1955 by 
5.2%, with a greater gain than this 
very likely if a bigger and superior 
job is done in merchandising, promo- 
tion, advertising and selling, not only 
by the manufacturer but through the 
entire distribution process including 
retailer. 

Production capacity took another 
big jump in 1955 and is expected to 
expand considerably further in 1956, 
so that there will be plenty of goods 
to sell; the primary basis for new high 
records therefore will not be lacking. 
With purchasing power likewise at a 
record. there remains only the force 
of greater marketing effort to make 
1956 a record breaker. 

Optimism of the board is indicated 
by the fact that the majority of the 
111 leading industries of the United 
States, shown on the opposite page, 
are rated four stars or better. The 
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reanalysis by 
this 300-man group of economists, 
statisticians and marketing men, on 
these industries’ sales potentials, brings 
for the first quarter of 1956 increased 
ratings for 10 industries and de 
creased ratings for two. For the full 
year 1956, the consensus shows in- 
creased ratings for 12 industries and 
decreased ratings for four. A new 
industry in our growing, dynamic 
economy—Atomic Energy—has been 
added to the list, receiving the top, 
five-star rating. 


winter consensus of 


Bases for high ratings... Current and 
prospective income and savings are at 
record highs; purchasing power has 
never been greater and will improve 
additionally in 1956 under high em- 
ployment, further wage increases and 
tax reductions. 

Higher hourly wages and relatively 
stable living costs have given most 
workers their greatest gain, postwar, 
in purchasing power. 

Confidence in the future encourages 
investment in plant and equipment. 
The 1956 expenditures for such in- 
vestment are expected to exceed $30 
billion, a new high record. This means 


more production, more goods to sell, 
more record potentials. 

It is true that credit restraints tend 
to check some sales in such industries 
as automobiles and housing, but the 
Administration does not want a re- 
cession and restraints will be eased at 
the first sign they are hurting the 
economy. 

Debt delinquency is near a record 
low, and the rate of repayment is 
almost as high as the rate of lending. 
As long as personal income holds up, 
consumers can carry the debt — and 
personal income not only is expected 
to hold up but to expand in 1956. 

Wages are steadily pushing up- 
ward; average weekly earnings for 
factory workers now approximates 
$79 a week, compared with $71.86 
average for the year 1954, $67.97 for 
1952, $59.33 for 1950, $43.82 for 
1946, and $23.86 for 1939. Further 
gains are ahead and buying power 
will be helped still more by tax cuts. 

Consumers are showing their con- 
fidence by record-breaking spending 
and spending plans; even so, their 
liquid assets have climbed to new 
heights. 

Individuals now own a total of 
$411 billion of such assets as cash, 
bank deposits, savings and loan shares, 
insurance and Government securities. 
That compares with $398.3 billion at 
the end of 1954 and $324.3 billion at 
the end of 1950. Besides, individuals 
own another $300 billion of corpo- 
rate stocks and bonds, making the ag- 
gregate over $700 billion. 

The debit side is at a record, too; 
it approximates about $100 billion 
owed by individuals, with about two- 
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thirds mortgage debt and one-third 
consumer debt, including instalment 
credit on such products as automobiles 
and other durable goods, repair and 
modernization loans, personal loans 
and charge accounts. 

It is a big rise from the end of 
1950, when it totaled $53.6 billion, 
but so, too, has the economy soared 
since 1950. In fact, gross national 
spending since 1950 is about $2 #ril- 
lion! 

The approximate $600 billion net 
equity of U.S. individuals (financial 
assets less liabilities) represents a rec- 
ord high of savings, auguring well 
indeed for better business and demand 
for most of the fine products of the 
American industrial system. 

Since these large savings are far in 
excess of what is considered necessary 
in precise economic thinking, much of 
them should be convertible into sales 
through strategic and persuasive ad- 
vertising and selling. 

For perspective, the $600 billion 
compares with $185 billion total esti- 
mated retail sales of the country in 
1955. Additionally, disposable per- 
sonal income is near a record $275 
billion, up more than $14 billion over 
the annual rate a year ago. 


Corporate Assets Rise 


Importantly, too, the net working 
capital of American corporations is 
rising steadily, indicating ability to 
finance expansion, experimentation, 
new products and selling promotion. 
This approximates $101 billion, com- 
pared with $95.8 billion a year ago 
and $81.6 billion in 1950. Total cur- 
rent assets of $190 billion are more 
than double all current liabilities and 
cash items alone exceed $50 billion, a 
new peak! 

While tightened mortgage restric- 
tions may depress home-building tem- 
porarily, any slack will be taken up 
by increases in home modernization, 
likely to increase at least 7% over 
1955. If any serious decline should 
take place, mortgage restrictions would 
be eased quickly. Home building is 
far behind the backlog of couples who 
want homes; since 1940, about 14.- 
000,000 more couples have been mar- 
ried than homes built per marriage. 

The over-all building trend, re- 
gardless of housing, will be up in 
1956, at least 5% over the $42 billion 
approximated for 1955 and about 
17% over the former record of $37.6 
billion attained in 1954. New high 
plant expansion is ahead and in any 
case the nation is in the market for 
many more billion dollars worth of 
new highways, new 
homes, sanitary 
laboratories, etc. 


schools, new 
systems, hospitals, 
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Our great U.S. market may be 
expected to buy everything that mod- 
ern developments and_ resourceful 
salesmanship can persuade a prosper- 
ous people to put into them at prices 
which are reasonable in all perspec- 
tives. 

Typical American ingenuity and 
invention, moreover, mean the pro- 
duction of many new desirable prod- 
ucts of an economy-building nature— 
while the large gains scheduled for 
advertising in 1956 under the direc- 
tion of the most ingenious promo- 
tional brains in the world underwrite 
tremendous sales stimulation in 1956. 
The driving forces in this country are 
so dynamic it is hard to visualize con- 
sumers ever reaching a level where 
everyone is supplied and satisfied. 


Ratings could go lower because .. . 
Instalment debt keeps climbing de- 
spite tightening of regulations by the 
Government. Automotive debt is par- 
ticularly high and, should the auto- 
motive industry suffer, the entire 
economy would be dragged down. 

Real income may be depressed by 
upward pressure on prices created in 
part by the recent wage and fringe 
benefit raises but primarily by the 
rise in credit. 

Durable goods prices in particular 
have been increased somewhat; this 
applies especially to the two major 
backbone fields where many econo- 
mists think there may be a letdown 
in 1956—automobiles and new home 
building. 

Question is as to whether consumer 
spending will increase fast enough to 
avoid building up of excessive busi- 
ness inventories. The feeling exists 
that sometime in 1956 many business 
lines may be overinventoried. 

Some pessimists believe that even 
present capacity, aside from the tre- 
mendous, record - breaking increases 
planned for 1956, is too large in re- 
lation to the demand potential; they 
feel that any letdown will leave the 
expanders open to crippling costs of 
carrying the enlarged capacity. 

The farm situation is emphasized 
by some as weak ; however, close anal 
ysis shows that per capita income of 
the farmer actually has not changed 
much in recent years (there are fewer 
farms and higher efficiency) and that 
in any case income of farm owners is 
only about 4% of total national in- 
come. Consensus in any event indi- 
cates that 1956 will be an improved 
year for the farmer. 


Why Ratings Rose... 

Auto Service & Parts: Motor vehicle 
registrations now are over 60,000,- 
000, compared with 31,000,000 10 


years ago. Motorists will drive over 
one trillion miles in 1956—more than 
double the 1945 travel. The huge, 
aging motor fleet will need over $7 
billion for service and parts in 1956. 
Near- and long-term ratings up one 
star each, to five stars. 


Auto Tires: Similarly, the great in- 
crease of cars and trucks on the road, 
moves to the suburbs, greater dis- 
tances to be traveled and harder usage 
point to increased demand for tires in 
1956. 
to five stars; long-term rating up one 
star to tour Stars. 


Near-term rating up one star 


Cigars: Increased, fine advertising 
promotion by this industry, as well as 
a tendency for some men to switch 
from cigarettes to cigars and the bere- 
fits, too, of high prosperity cause 
upping of near- and long-term ratings 
one star each, to four stars. 


Education: Bumper crops of kids mov- 
ing into school ages. Over-crowded 
public schools cause boom in private 
educational institutions; general pros- 
perity also stimulates adult education. 
Long-term rating up one star, to four 
stars. 


Farming: Increased efficiency of the 
farmer through mechanization and 
improved fertilizers and modern ani- 
mal foods with antibiotics, more help 
from Washington authorities, and big 
demand for farm products in 1956 
from a record-high population with 
record-high buying power improve 
farming outlook; long-term rating 
up one star, to four stars. Reflecting 
this greater confidence, Machinery 
(Agric.) has been given a near-term 
one-star increase, to tour stars. 


Furs: Keener fashioning, with modern 
jackets in the forefront, record-high 
buying power for the ladies and the 
gentlemen buying for them, and im- 
proved promotion in this industry 
bring a one-star advance in the long- 
term outlook, to four stars. 


Machine Tools:. New high expendi- 
tures indicated for plant and equip- 
ment will bring new products and in- 
teresting innovations in old products, 
stimulating demand for machine tools. 
Long-term rating up one star, to four 
stars. 


Machinery (Ind'l.): Corporate expan- 
sion on durable lines largely will hit 
over $30 billion in 1956—a new rec- 
ord. This will carry upward the en- 


tire industrial machinery industry, 

meriting a one-star advance in each 

of the near- and long-term ratings, 
(continued on p. 56) 
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FUTURE SALES RATINGS... for JANUARY 1, 1956 


In the 110-industry table below, the sales prospect rating has just been raised when 
the arrow 7 next to the % points up. The arrow | pointing down means the 
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rating has just been decreased. All other ratings are unchanged from the 
previous quarter. 


How to Read the Table: Key to Relative Size Ratings Key to Sales Prospect Ratings 
(By industry sales volume) (All ratings are relative to the median (***), 
A—$!0 Billion and Over which indicates approximately no change in relation 
B—$7 Billion to $10 Billion to the corresponding period of the preceding year.) 
C—$4 Billion to $7 Billion xkkkkk—Best Relative Outlook 
D—$2 Billion to $4 Billion kkk —Very Good Relative Outlook 
E—$! Billion to $2 Billion kkk —Good (Medium) Relative Outlook 
F—One-Half Billion to $1 Billion x —Fair Relative Outlook 


G—Under a Half-Billion Dollars * —Least Impressive Relative Outlook 


Relative Sales Sales Relative Sales Sales 
ize Prospect Prospect Size Prospect Prospect 
Rating Rating for Rating for Rating Rating for Rating for 
e Ist Otr. Next 12 (See Ist Qtr. Next 12 
Above (See Above Mos. (See Above (See Above Mos. (See 
Key) Key) Above Key) Key) Key) Above Key) 


tock tke Luggage tok tk 
KkkKK wKkKkKk Machine Tools — wenn tiki 
KaKkkk *kKKK ~~ Machinery (Agric.) | tiitokok kkk 
tO tokek Machinery (Ind'l.) Meididiok §— Gintokotok 
KKK xr kkk xKxKn 
xe xk i kkkke kkkkk 
ikki KKKKK Metal Containers 5 wk xx 
Hit | titi Metals (Non-Ferrous) ..... tik wk 
staked wk Motion Pictures ao kk wk 
wee xn Musical Instruments xk xk 
VeKKK Vk IKK Office Equipment wkk Mikio 
KKK xkkkek Oil Burners KKK wk 
VkKk kek Oil (Cooking) tote tok 
kkk wk Oil Equipment xk kkk 
KKK wKkkk Packaging & Containers KKkkK Kkkk 
ae week Paint Jock dock 
binininie: Paper & Products tokkk toto 
KKKk Personal Care kak kk 
Miki Photographic Supplies KkKKkK KaKIK 
Plastics wk kkk kk kkk 
wake Plumbing & Heating kkk kek wkkkk 
bated Printing & Publishing Equip. kK wkk 
xxkkk Radios kkk xx 
KkKkkk Railroad Equipment kkk Mito 
wkkk Railroads kkk kkk 
wk KK Refrigerators kkk kkkk 
to Ik Restaurants & Bars kkk kkk 
KKK Restaurant Equipment kkk tok 
kaKK Rubber Products tot ototoiok 
kkk KK Security Financing kkk Ik akkkk 
tek Shipbuilding Vek tok tek 
kkk kK Shoes toto tok Ik 
KKKKK Silk Textiles * * 
KKKK t Silverware tok tke 
kkk Soap ake wk 
KeKK Soft Drinks tok tok 
kkk Sports & Sporting Goods xk 2.8.8 @ 4 
xk t Steel & Iron kkk xk 
xk Sugar Kk xk 
wkkk Surgical Equipment tot took 
wk Synthetic Textiles tk Ik wkkkn 
xkkkke Television ve kkk xkkk 
kok kk Toothpaste & Mouthwashes kek kkk 
xk Toys & Games Kkkke wkkke 
kk Trailers (Auto) xk kk 
wkkke Travel & Vacations Kank kkkkk 
wk Travel Overseas kkk kkk 
Trucks xk VK 
xKkkn Utilities xk xk 
KKKKK Utilities (Gas) KKK “Keke 
kkk Utilities (Telegraph) xx xx 
ake Utilities (Telephone) tot tok kk 
kk Vacuum Cleaners kkk ke 
kak Washers (Household) kkkkk kkk 


xkkkk Woolens & Worsteds KKKKK KKKKK 
xkKke 


Advertising 

Air Conditioning 

Air Transportation 

Aircraft Sales 

Atomic Energy 

Auto Sales (New) 

Auto Sales (Used) 

Auto Service & Parts 

Auto Tires 

Baking 

Banks (Revenue) 

Beer 

Building (Heavy) 

Building (Residential) 

Candy & Chewing Gum 

Canned Fruits & Vegs. 

Cereals 

Chemicals 

Cigarettes 

Cigars 

Clothing (Men's, Women's 
& Children's) 

Coal (Anthracite) 

Coal (Bituminous) 

Coin Machine Sales 

Commercial Printing 

Cosmetics 

Cotton Textiles 

Dairy Products 

Department Stores 

Diesel Engines 

Dinnerware 

Drugs & Medicines . 

Dry Cleaning 

Education : 

Electrical Eq. (Industrial) 

Electrical Eq. (Consumer) 

Exports , 

Farming 

Flour ; 

Food Processing 

Furs ee 

Gasoline & Oil 

Glass & Materials 

Government Procurement 

Groceries 

Hardware 

Hotels 

House Furnishings, Floor 
Coverings, Furniture, etc. . 

Household Products (Misc.) 

Imports 

instalment Financing 

Insurance 

Jewelry & Watches 

Laundries . 

Liquor (Alcoholic) 
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Note: Future Sales Ratings are specially copyrighted by SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 
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Crowell-Collier: 


"No Place But Up" 


In 1953 Crowell-Collier lost the stag- 
gering sum of $4.2 million. Its Collier's 
lost a whacking $7 million. Next year 
the loss, for the company, was reduced 
45 %—Collier’s had one profitable quarter. 
In 1955 Collier's had two _ profitable 
quarters, lost about a million dollars. But, 
and its a big “but,” the company will net 
around $400,000 for 1955. And 1956 
should see Collier’s well into the black. 
The new C-C headed by Paul Smith 
has just appointed Texas-born newspapet 
bred Vance Johnson to the new post of 
general manager. Johnson brings to his job 
the editorial point of view and a talent for 
quietly getting the most out of copy and 
the people who produce it. He considers 
that he’s in the communications business 
and in this he reflects Smith’s philosophy. 
He was one of two outside “experts” Smith 
brought into the company with him. His 
job was and is—with new extensions 
designed as a sort of Sherman Adams to 
Paul Smith. Although he trained as an 


architect, he switched to writing. 


From Soap To Candy 


It was 1946. Wade Jones was faced with the unhappy 
probability of leaving his native Boston, transplanting to 
New York. But he’d often passed the huge Necco (New 
England Confectionery Co.) plant, inhaled its tanta- 
lizing aromas as he passed. ‘““Why not?” he asked himself 
and approached the employment section. He’s been there 
ever since. And now he’s become director of marketing. 
It was a lucky break for both Jones and Necco that he 
took the dare he gave himself. His first post was as as- 
sistant merchandising manager. Then he moved on to the 
managership, then to advertising and merchandising man- 
ager. He thinks of himself as “just plain lucky”: One rea- 
son: Under a realignment at Necco, advertising and sales 
promotion, merchandising, sales and market research all 
come under his Marketing Department. Jones’ background 
encompassed sales management experience with Lever 
Brothers Co. But he’s never regretted switching from 
soap to candy. He has young ideas about the candy in- 
dustry, believes you can’t “bang people over their head” 
with advertising and promotion, but that you can “in- 
sinuate.”” And, says he, ‘no marketing job can be run 
from an office chair.” So he travels more than some people 
think he should. At home he and his five kids are archery 
addicts. The Joneses live in a big suburban house, trained 
their children to pitch in and help with chores. 
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GUY GILLETTE 


"Breaking the Wiring Barrier," 
Fedders Looks for a Sales Haul 


During the past year 27 of each 100 room air conditioners sold in the rough, 
shop-around New York City market were Fedders-Quigan products: Behind this 
sales record is a hearty extrovert who started his sales career as a door-to-door 
Westinghouse vacuum cleaner salesman. He’s Edward M. Becker, just named sales 
manager of the Refrigeration Appliances Division of the corporation that is the 
world’s largest manufacturer of room air conditioners. Now Becker has a really 
“cool” product to market and with it he expects to “break the wiring barrier,” upset 
the whole scheme of air conditioning sales. For Fedders’ newest creation is a 7!/. amp., 
44 unit which requires no special wiring, plugs into any socket, uses less current than 
a toaster, is competitively priced . . . Becker, who knows every single operation in his 
company’s long assembly line but “can’t hang a picture without caving in the wall,” 
sold the first air conditioner Fedders ever marketed under its own name. That was 
in 1948; the company had actually begun production the year before but made its 
air conditioners for other firms to sell under their names. It still does this. (Fedders 
was founded in 1896 as a manufacturer of milk cans: Its auto radiators are famous, 


went into such hallowed marques as Pierce-Arrow.) Becker joined F-Q in °47 as 


regional sales manager, responsible for sales east of the Mississippi. Last year he took 
5 


00 dealers, salesmen and distributors for a two-week jaunt to Jamaica, plans a 
similar hegira this year—probably to Haiti. 
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Serious-minded and keenly interested Skyway Luggage 


salesmen paid attention as company president conducted annual sales meeting 
in a Northern Pacific railway car. Freight siding next to the factory was the site. 


Luggage Maker 
Packs Sales Meeting 
Into a Railway Dining Car 


Skyway president wanted conference at factory, but plant 


had expanded into regular meeting room. Reluctant to 


switch, he held first-class session on a railroad sidetrack. 


For Skyway Luggage Co., Seattle, 
the annual conference of salesmen 
consists of more than a showing of 
the new line, giving a pep talk and 
sending the salesmen on their way. 

A Skyway sales conference is a 
meeting of the “board of directors fot 
selling.” It’s an occasion for a two- 
way exchange of information, for 
bringing the salesmen closer to the 
home organization, and for giving 
them a part in and a responsibility 
for setting the company’s goals. 

Skyway has 30 salesmen calling on 
dealers throughout the United States 
and Canada. And because company 
headquarters are in a far corner of 
the country, it has tried holding the 
annual salesmen’s conference at a 
more central location, like Chicago. 
3ut Henry L. Kotkins, president of 
Skyway, speaks of that type ot meet- 
ing as “feelingless’’ — lacking contact 
with the home organization. His con- 
clusion: Hold the meeting at the fac- 
tory every time regardless of the extra 
expense. 

But this year, expansion of produc- 
tion at the factory took over Skyway’s 
conference room. The company had 
acquired a new building in the next 
block for offices, but these were not 
ready at annual meeting time. 

Hotel conference rooms in Seattle 
were ruled out. They did not give 
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the close touch with the company 
Kotkins wanted. Solution was to 
lease a dining car from the Northern 
Pacific Railway Co. 

The meetings opened on a Wednes- 
day and ran for five and a half days 
in the railroad car. Each day brought 
a full schedule. Breakfast at the hotel 
at 7 a.m. and generally an outside 
speaker. Then, a glass-top bus shut- 
tled the group to the plant for the 
first session in the dining car. 

Luncheon generally was at the 
hotel. Afternoon sessions began at 
two o'clock, ran until 5:30. Each 
evening Skyway put on a dinner. 

When the salesmen came in for the 
conference, new luggage lines had 
been established but not frozen. Kot- 
kins put questions up to the men: 
What about fabrics, price 
lines, styles, descriptive names ? When 
suggestions came up for changes, the 
factory immediately produced models 
for on-the-spot decision. 


colors, 


The same technique was followed 
in setting goals. The program for 
1956 was laid out not on the basis 
of “here it is,” but of “this is the 
goal, now what tools do we need ?” 

A year ago Skyway set a sales goal 
for 1957. It called for half of °57 
in 1955, and three-quarters of °57 in 
1956. Now the goal has been set: 
“Make ’57 in ’56.” The End 


RENEATH TOTEM POLE, symbol of 
new “Tote-’Em” line of luggage, Sky- 
way men talk some shop. 


SHIRTSLEEVES and_— suspenders 
showed as President Henry L. Kot- 
kins warmed up about new Skyway 
line and 1956 goals. 
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RIGHT ON SCHEDULE, salesmen single-filed behind their 


LUGGAT} 


boss and entered iron-wheeled meeting room. 


journeyed to factory in Seattle from U. S. and Canada. 


IN PRESIDENT’S OFFICE, watching closed circuit tele 
vision broadcast from dining car, the salesmen’s wives 


felt themselves a part of the conference. 


new features. 


JANUARY 


Salesmen criticized or applauded. 


1956 


VISUAL AIDS, including closed circuit TV so wives could 


Salesmen watch part of meeting, played big part in Skyway session. 


Kotkins used big-faced scales to weigh new luggage. 


THINGS HAVE CHANGED, say the salesmen. Last year 
this was the conference room; this year it houses part 


of expanding factory. 


ACTION AND REACTION. Meeting was one of give and take. Kotkins showed 


Gripes were taken seriously. 
Changes were implemented on the spot, resubmitted for salesmen’s views. 


KOTKINS KICKS his sturdy new 
luggage in a cocktail party skit back 
at the hotel. Thus, Skyway “kicked 
off” its 1956 sales campaign. 


Braniff Offers 
Free Consulting Service 
On Latin American Markets 


Here's a current report on a long-range and low-pressure 


type of sales promotion that is helping to build both 


passenger and freight business for an aggressive airline. 


BY MARY K. PIRIE 


Can you export your product prof 
itably to Latin America? Or make 
money on imports from there? 

The Business Bureau of Braniff 
International Airways, Dallas, can 
help you make a_ wise decision. 
There’s no cost involved. 

Braniff set up the bureau in 1949 
to provide marketing information for 
North and South American business 
firms and thus help to increase trade 
between the two Americas. 

Guatemala-born Mario G. Ubico, 
now a naturalized citizen of the 
United States, flies 100,000 miles a 
year to keep abreast of economic con- 
ditions throughout Latin America. 
He speaks English, Spanish, Portu- 
guese and has had wide business ex- 
perience in Latin America. 

Braniff Airways serves, directly, 
Cuba, Panama, Ecuador, Peru, Bo- 
livia, Brazil, Paraguay, Argentina; 
maintains offices also in Chile, Uru- 
guay, Mexico; sells air transportation 
in its own and connecting carriers 
throughout South America. “Even 
in countries we don’t fly, we almost 
always can get market information,” 
says Ubico, “or can tell the inquirer 
where to write for it.” 

With 72 offices, scattered from Rio 
de Janeiro to Buenes Aires and from 
New York to San Francisco, Braniff 
can obtain first-hand information 
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from most points north or south. 
Latin American managers get reac- 
tions of local retailers, distributors 
and export agents to the marketing 
potential of a product under survey. 

A Braniff survey may include data 
on imports of the commodity by each 
principal Latin American country, 
populations of cities, lists of jobbers 
and retailers, For an electrical appli 
ance manufacturer, market analysis 
showed electrical currents and_ vol- 
tages used tn principal cities. A manu- 
facturer of ITV parts was given a 
list of Latin American republics hav- 
ing TV stations, and the number of 
TV sets in each republic. Braniff 
spends a considerable amount on keep- 
ing data up-to-date. 

Typical “sales results’: Last 
month Braniff shipped several thous- 
and snakeskins from an exporter in 
Paraguay to a shoe manufacturer in 
New York. Hundreds of women’s 
alligator handbags will “fly Braniff’’ 
from Argentina to the United States. 
A large consignment of mechanized 
tree saws will leave the U.S. for 
south-of-the-border. A number of 
U.S. sales executives will take off via 
Braniff to make export contacts in 
Latin American cities. 

Braniff revenues in 1954 increased 
to $39,504,340 from the 1949 
freight and passenger total of $14.,- 


LOOKING FOR SALES POTENTIAL: 
Braniff Vice-President Rex Brack 
(left) with Guatemala-born Mario G. 
Ubico, take off on an export research 
trip to Latin America. Ubico (title: 
Coordinator of International Sales) 
flies 100,000 miles a year to keep 
abreast of economic conditions south 
of the Rio Grande. 


262,520. No figures are available to 
show just what part of this increase 
can be attributed to the Business 
Bureau. 

Says Rex Brack, v-p in charge of 
traffic and sales: “We like it when 
facts turned up by our bureau re- 
search give the ‘go’ signal for ex- 
port—but we're always glad, too, to 
save an inquirer from an unprofitable 
venture. For example, on a recent 
plane trip I met a U.S. manufacturer 
of laundry-marking machinery who 
asked me to investigate the marketing 
potential of his product in South 
America. To my surprise, our rep- 
resentatives unanimously — reported, 
‘No sale for such equipment here be 
cause all laundry marking is still done 
by hand, even in large hotels.’ ” 

Firms using the bureau’s services 
are under no obligation to fly or ship 
Braniff, though naturally the com- 
pany hopes they will consider this 
airline. Says Brack: “Besides paying 
for itself many times over in freight 
and passenger traffic, our Business 
Bureau has created much good will 
—not only for Braniff but between 
North and South America. Interna- 
tional understanding is the lifeblood 
of sales to us. Braniff, in its own and 
connecting carriers, offers air trans- 
portation throughout the U.S., Latin 
America and the world.” 


SALES MANAGEMENT 


Most economical mode of trans 
portation—sea or air—depends on 
listance, weight of product and re 
tail price. Product the airline ships 
south in greatest volume: pharma 


ceuticals. Good second: machinery ac 
cessory parts. 

Brack points to the mail order 
possibilities of air freight. 


‘A citizen 
of Peru may wire a U.S. manufac- 
turer to air-ship an auto part shown 
in the catalog. Usually he receives it 
the next day—quicker delivery than 
he might get in the United States. 
We ship many magazines and news- 
papers, printed here, for distribution 
in South America the following day.” 

The company’s combined freight 
and-passenger ships sometimes carry 
surprising cargo. A bureau survey in- 
dicated that South America offered 
a market for small private airplanes 
manufactured by a U.S. firm. Braniff 
dismantled one of them and flew it 
down as air freight. These planes 
were later shipped in volume by sea, 
but the firm’s executives continue to 
fiy Braniff. 


Everything Flies 


Braniff once carried a complete T'V 
tower, dismantled, to a South Ameri 
can republic. 
snakes, 


It has shipped live 
penguins, !lamas, monkeys, 
ele tric eels. 

Through Dun & Bradstreet, Inc., 
and other sources the bureau keeps 
informed of the credit ratings of 
100.000 business firms 
throughout Latin America. Inquirers 
are sent only the names of firms with 


more than 


sound financial ratings. 

According to Brack, Braniff often 
knows what’s going to happen in 
Latin America long before the aver 
age Latin American businessman does. 
“Perhaps a loan is negotiated in the 
U.S.—it’s vital that we learn about 
this immediately, -since any new 
investment travel. 
Through such authoritative sources as 
the U.S. Department of Commerce, 
and outstanding international banks 
in the United States and Latin 
America—as well as through Braniff 
representatives—we get both current 
and advance news of Latin American 
business developments. All Braniff 
divisions and offices pass information 
to each other fast.” 

For instance, a U.S. firm may write 
Braniff that it is considering opening 
a fish-canning factory in Peru. Be- 
sides doing on-the-ground research 
the Business Bureau sends brochure 
“Pesca,” which gives the inquirer de- 
tailed information about Peru’s fish- 
ing industry. “Pesca,” like much of 
the literature in Braniff’s reference 


increases air 
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library, was prepared by the bureau; 
other pieces come from 
sources, 

Ubico and his staff interpret the 
U.S. market to Latin Americans 
considering export. Inquiries come 
through Braniff’s Latin American 
managers, or direct to Dallas head- 
quarters, 

“Many south-of-the-border busi 
nessmen underestimate the size of the 
U.S. market,’”’ comments Ubico. “I 
tell them that to compete with U.S. 
manufacturers, price-wise, they must 
sell not 1,000 pieces but a half-mil- 
lion. Some lack facilities for such vol- 
ume production.” 

A firm in Brazil told Braniff’s 
local manager it hoped to sell “alpar- 
gatas’ (women’s sandals) to Texas. 
By a north-bound Braniff pilot, the 
manager sent Ubico samples of the 
sandals Latin American farm women 
like for the long-wearing rope soles, 
gay cotton uppers. After showing 
them to Dallas retailers, Ubico re- 
ported that the alpargatas wouldn’t 
sefl to U.S. women unless their rough 
inside finish could be refined to equal 
that of U.S.- French- and Italian 
made sandals. 

“Whether north or south of the 
Rio Grande, we make two to five un 
favorable reports for every favorable 
one,” says Brack. “But so far, most 
export undertaken on the basis of 
our surveys has proved successful.” 
Braniff rarely advises. The inquirer 
decides from facts submitted and, if 
indications appear favorable, usually 
send a sales executive to make final 
investigation and arrangements. 


standard 


With their over 170 million popu- 
lation—expected to reach 275 million 
in less than 25 years—the 20 Latin 
American republics are a big market 
today, will be a bigger one tomorrow. 
In 1954, U.S. exports to Latin 
America totaled over $3 billion, as 
did our imports from there. Many 
factors portend rapid development in 
Latin America. Example: Absence of 
railroads formerly made some coun 
tries practically inaccessible. With an 
area more than three and a half times 
that of the U.S., and twice our popu 
lation, Latin America has less than 
a third of our railroad mileage. To- 
day many places have airports which 
never had a railroad. 

American newspapers, magazines, 
movies, etc., are conditioning Latin 
American peoples for acceptance of 
U.S. products—especially the most 
widely advertised brands. 

Many large U.S. manufacturers 
are gearing their export plans to the 
Latin America of 10 or 15 years from 
now. And about 70 firms already have 
assembly plants in important Latin 
American markets: Many operate 
their own branches, marketing under 
their own trade names; others operate 
in partnership with local firms that 
sell the products under licensing and 
trademark agreements with the U.S. 
companies. 

Largest U.S. investments are in 
Venezuela, Brazil, Argentina, Colom 
bia and Mexico. Total U.S. invest 
ment in Latin America, to date: over 
$6 billion or almost 35% of our total 
foreign investment throughout the 
world. The End 


product and by country. 


manufacturers. 


plenty of power. 


Republic, Haiti and Colombia. 


equipment. 


A Market for You? 


Present potential of the Latin American market varies sharply by 


A Braniff Airways Business Bureau survey for a U.S. deep-freeze 
manufacturer showed that certain 
restricting import licenses and dollar exchange permits to farm 
machinery and other essentials for agricultural and industrial devel 
opment. This, to conserve their supply of dollars or to protect local 


Latin American republics were 


Other countries were open for any type of import. Several repub 
lics had inadequate power plant facilities, in some cases were per- 


mitting no new connections for “non-essential” uses; others had 


Last month, according to Mario G. Ubico, coordinator of interna- 
tional sales for Braniff, Brazil, Argentina, Bolivia, Paraguay, Chile 
and Uruguay had custom-house tariff barriers against some products. 
Open for practically all imports are Mexico, the Central American 
countries, Panama, Ecuador, Peru, Venezuela, Cuba, the Dominican 


All Latin American.countries issue import licenses and dollar 


exchange permits for farm machinery, irrigation and oil-drilling 


Sylvania Lifts Lamp Standing 
On Softlight and Hard Sell 


Distinctive product—premium-priced, heavily promoted 


and merchandised—introduces style and "obsolescence" 


in incandescent lamps, and opens a lot of retail doors. 


BY LAWRENCE M. HUGHES 


A woman, mused Don G. Mitchell, 
doesn’t want brighter light a// over 
the house. At least not ai// the time. 
For dinner she finds candlelight 
“softer and more flattering.” 

The chairman and president of 
$300-million-a-year Sylvania Electric 
Products, Inc., did not plan to pick 
up, cheap, some struggling wax works. 
But in an industry where everyone 
else was still saying The Brighter the 
Better, this No. 3 factor cast a large 
part of its lot with electrified “candle- 
light.” 

Mitchell’s brainstorm took a bit of 
time to bear. 

In 1951 Sylvania talked to 485 
women in their homes across the 
country, and found that “42% wanted 
a new kind of lighting 
warmer, diffused,” etc. 
other 58% liked was not disclosed.) 

Then Sylvania sprayed some bulbs 
pearl-pink, and got the 485 women 
to relight their homes with them. The 
bulbs called Softlight, did not yet 
bear Sylvania’s name. 

Eighty-nine percent of all thie 
women went for them. Among rea- 
sons: The lamps made “people look 
healthier” and furniture “brighter.” 

In late 1953 and early 1954 Syl- 
vania set out to learn whether—and 
under what circumstances and prices 
—Softlight would sell to consumers 
generally, A major variant in the five 
test cities—Alexandria, Va., Dayton, 
Providence, San Diego and Wichita 

was price. Softlights at highest 
premium—10 cents more than regular 
incandescent bulbs of same wattage 
sold best. 

In the introductory campaign in the 
11 Far West states, started last Jan- 
uary, Sylvania could tell retailers that 
“Softlight is premium-priced for pre 
mium profit up to 52% more 
profit per bulb.” 

Distribution and advertising of the 
new bulbs were extended nationally 
in the fall. 

Reporting to his 30,000 sharehold- 
ers for the first nine months of 1955, 


softer, 
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(What the 


Mitchell sang 
“many and diversified markets.” For 
example, the new Softlight had won 
“broader distribution and _ increased 
consumer acceptance.” 

Although Sylvania’s $300 million 
volume this year will be 50 times as 
big as in 1932 and 10 times 1942, the 
total still comes to only a tenth that 
of G-E and only a fifth of Westing 
with both of which Sylvania 
competes on various electronic fronts, 
including lamps. 

As successor to the business which 
Thomas A. Edison founded, G-E 
alone has largely lit this land. 

Due to inroads by newer types of 
lighting, such as fluorescent, total 
number of incandescent lamps sold 
annually in the U. S. for some years 
has grown slowly to around 975 mil- 
lion. G-E continues to market 51% 
of the industry’s $150 million incan 
descent volume. Westinghouse, which 
has been slipping, now does 22% 

Meanwhile, product pioneering 
and vigorous merchandising (such as 
introduction of four-bulb packages) 
have helped Sylvania, under Salesman 
Mitchell, to account for 89% of in- 
candescent growth since 1947, and to 
double its share of total market. In 
1955, with Softlight, Sylvania is 
lifting its share 11/ from 15.4 to 
about 17¢ 

A score of companies, led by Cham 
pion and Duro-Test divide the re 
maining 10% of the 
business. 

Sylvania’s $300 million volume is 
provided by nine product divisions: 
lighting. radio tube, electronics, parts, 
radio- TV receivers, etc., picture tubes, 
electronic systems, atomic energy (re- 
actor fuels and components), and 
tungsten and chemical. 

Lighting represents one-fourth of 
total. In this division, with hq. at 
Salem, Mass., and plants in eight 
cities from Massachusetts to Ken- 
tucky, are 7,500 of Sylvania’s 25,000 
employes. It is directed by Frank ] 
Healy, v-p for operations. While all 


of Sylvania progress in 


house 


incandescent 


Sylvania sales are guided by V-P 
Barton K. Wickstrum from corporate 
hq. in New York, Charles A. Burton, 
gsm, Lighting Division, works di 
rectly under Healy. Under Burton are 
Lawrence P. Pleasants, merchandising 
manager; Harold D. ‘Talbot, adver 
tising manager; “national accounts,” 
three regional and 18 district sales 
managers and 200 salesmen — not 
counting those in national accounts. 
(Burton’s alter ego for photo 
graphic bulbs directs a separate sales 
force of 65 men. Currently, Sylvania 
sells more than half of all the 470 
million of these bulbs used annually.) 
In addition to incandescent (and 
Softlight), Burton’s line 
fluorescent (in which Sylvania now 
ranks second only to G-E) 
cent, and lighting fixtures. 
Lighting is sold in almost as many 
places as chewing gum or cigarettes, 
and used in even more, Among the 
estimated 800,000 U. S. lamp outlets 
are grocery, drug, stationery, tobacco, 
hardware, variety, department, gen- 
eral merchandise stores —and even 


includes 


paneles 


some gasoline stations. ‘he 20 largest 


grocery and variety chain operations 
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PEARL-PINK PROMOTION: This 
display puts point-of-purchase into 
newspaper, magazine, TV program. 
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Helen Bass Edna Arico 


Happy \ew Year 


... to our clients, past, present, and future! 
... fo our contemporaries’ clients!! 
...to our contemporaries!!! 


“Van” Van Diver Evelyn Steiner 


Which Season’s Greeting moods us for passing a few resolutions. AMEN! 


We firmly (yes, firmly)... 
Sky Hopper } 


resolve, to quit argufying with clients 


at least after 3 p.m. of any working 
day... 


except, of course, in support of measures we believe to be to their more 
enduring benefit than any proposed alternative. 


resolve, to bend our ditch-digging picks to persuade each client that his custom- 


ers and prospects are his bosses...and that the value of our service to him 


increases as we represent his bosses’ interests, and decreases as we yield such 
representations to his illusions. 


resolve, to continue our efforts to induce clients to explore, or permit us to 
explore, objectively, what's on their customers’ and prospects’ minds, so far as 
it may affect the marketing of their products. 


resolve, to improve our composure and restrain our obstinate spirit in the face 
of damaging assaults on plans we believe to be sound, copy we believe to be 
good, and charges we believe to be fair. 


resolve, to admit mistakes, without alibis; to allow clients freedom of speech 
and opinion, without rancor; to humble ourselves before unexpected but irre- 
futable facts and insuperable odds, without pride. 


In sum... 

We expect to prosper in 1956 only as we contribute to our clients’ prosperity 
through the profitable improvement of their relations with their customers, 
their prospects, their employees, and their communities! And the same to you! 


The Schuyler Hopper Company 


4**DITCH-DIGGING’ ADVERTISING THAT SELLS BY HE PING PEOPLE BUY’’ 


12 East 41st St., N. Y. 17, N. Y. LExington 2-3135 
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do 25% of the combined volume. 
But lamps have become a lot better 
known by types (such as incandescent 
or fluorescent) than by brands. Until 
now millions of folks who might, as 
the saying goes, walk a mile to light 
a Camel, never knew which brands 
lit their homes. Lamp advertising has 
been directed more against “bulb 
snatchers” (sadistic members of your 
own family, who would ruin your 
eyes or break your legs on dim-lit 
cellar steps) than on any special prod- 
uct attributes. As Gertrude Stein 
might have expressed it: A lamp is 
a lamp is a lamp. (Probably, Ger- 
trude did not know that every single 
American-made lamp bulb is blown 
by one outfit—Corning Glass Works 
—and that more than half of all 
lamps have long been sold by G-E.) 
Big G-E got in early and threw its 
—ah, light— around widely, and 
didn’t mind too much that incandes- 
cent lamps became what you might 
call a commodity of convenience. 
Most of the 800,000 retailers still 
carry only one brand—G-E. 
Sylvania has made its sales progress 
largely with mass users, such as fac- 
tories, stores and theater marquees 
But gradually, also, it has been 


getting a toehold, or faint flicker, 
among the public. 

The pearl-pink bulb already has 
guided both feet through some im 
portant doors. 

As one Sylvanian says it: “We 
needed to create for the retail trade 
a distinctive product that would con 
tribute to their—and our—growth. 
We also sought to give consumers an 
attractive source of light.” 


West Coast Kick-Off 


Last January and February Syl- 
vania threw meetings in major cities 
of the 11 Rocky Mountain and Pacific 
Coast states for 200 distributors and 
direct retail accounts. In February 
advertising (through J. Walter 
Thompson Co.) broke in color pages 
in Sunset and Western Family mag- 
azines, and a series of six 1,200-line 
insertions was started in newspapers 
of 13 cities. 

‘The newspaper ads, which ran until 
May, listed dealers—the list growing 
in each ad as more were signed. Fach 
dealer got a package of point-of-pur- 
chase material, which 
dow displays, store pennants, floor and 
counter merchandising stands. 


includes win- 


In radio, newspapers and business 
and consumer magazines a lot of 
scribes began to talk, for free, about 
“the light bulb that will enhance your 
beauty ;” “gives the effect of indirect 
lighting without installing a fixture ;” 
“sells at a premium price—but what 
woman would squawk at that?” and 
is “so flattering to complexions that 
it isn’t recommended for make-up 
mirrors.” 

A business writer noted that Syl 
vania has “put merchandising oomph 
in an electric light bulb.” 

Sylvania’s own advertising pro- 
claims “the most exciting advance in 
home lighting in 29 years!” (‘This re 
fers to introduction of the frosted in 
candescent bulb in 1926.) And a head 
line says: ‘“Now—enjoy the luxurious 
flattering effect of ‘indirect lighting’ 


Summing up the Far West intro 
duction, Sylvania tells the trade that 
“Softlight increased total lamp bulb 
sales an average of 147%.” (lt 
stepped up regular bulb sales, with 
Softlight. ) And Progre ssive Grocer 
found that Softlight more than 
doubled retailers’ average weekly 
gross profit on lamps—per square foot. 

Individual lamps are pre-price 


"This is the size we buy in the Growing Greensboro Market!" 


on 


(KING SIZE CIGARETTE 


Sales Management Figures 


PERSONAL PREFERENCES PREDOMINATE in 
the Greensboro ABC Retail Trading Area — where 
1/6 of North Carolina’s 4-million people account 
for 1/5 of the state’s $3-billion in retail sales. . . 
All along the competitive selling front —in food, 


furniture, apparel, 
drug; 


merchandise, 


automotive, jewelry, general 
hardware or lumber —the 


Growing Greensboro Market consistently accounts 
for more than its share of retail purchases . 
Whatever your line of goods or services may be, 
you can rely on the Growing Greensboro Market 
to deliver a king-size selling job — es ecially when 
you use the 100,000-plus daily — ation of the 
GREENSBORO NEWS and RECOR 


The only medium with dominant coverage in the 


Growing Greensboro ABC Market, 


and with 


selling influence in over half of North Carolina! 


Greensboro 
News and Record 
GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 
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marked 
level and are packed four to a carton. 
Introductory prices are four 75- and 
100-watt for $1.09 and four 150’s for 
$1.19. 


’ } 
at manutacturers suggested 


Announcing the nation-wide intro 
duction of Softlight, Vice-President 
Wickstrum told the scribes that light 
ing—which still consumes 30% of all 
electric power will help electrical 
consumption to double in the next 
decade. We need more of it: “Our 
homes, public places, factories and 
offices are sadly underlighted.”’ 

Meanwhile, in August, +6 meetings 
were held for distributors and other 
direct buyers in the 37 states not 
reached last spring. ‘Then and since 
Sylvania has cracked a number of 
direct buyers among them Wool 
worth, Newberry, Murphy, Kress, 
and some divisions of Safeway and 
Kroger, American Stores is testing 
Softlight. At this stage big A&P is 
still a holdout. With some divisions 
of Sears, Roebuck and other retailers 
Sylvania is making progress. 

On December 13 Sylvania re 
ported that “nine of the 10 largest 
variety chains now carry Softlight.” 


$1 Million Campaign 


While continuing regular lighting 
advertising, Sylvania in 1955 put $1 
million on the line for advertising 
and promotion of Softlight. In 1956 
Softlight expenditures probably will 
be the same. But because less money 
will be needed for “pioneering de 
tails,” the actual amount for space and 
time will be increased. 

Nationally, Softlight is now being 
advertised on “Beat the Clock,’ 
Saturday nights on CBS; in petal 
pink color in Sunset and in large 
size color of the same hue in This 
Week in 35 newspapers; in “inde 
pendent” supplements in Atlanta, 
Buffalo, Denver, Louisville, Seattle, 
Syracuse, Tacoma, Toledo and ‘Tulsa, 
and run-of-paper in Albany, Daven 
port, Kansas City, Peoria and San 
Diego. 

For SALES MANAGEMENT, Met 
chandising Manager Pleasants sum 
med up: “Already, I think we've 
helped to take lamps out of the 
‘utility’ category. We've introduced 
in them such factors as style 
decor. In the process we've put vx 
solescence’ to work. (Some women 
even discard present lamps for Soft- 
light.) The name Sy/vania has come 
to symbolize relaxed and gracious 
living.” 

By the end of 1957 Pleasants ex- 
pects that Softlight will have stepped 
up annual sales of incandescent lamps 


for home use by /00 million units. 
The End 
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Cocoons for Coffee Cups 
WHEN YOU MOVE LONG-DISTANCE THE MAYFLOWER WAY 


> While we don’t keep millions of silk worms to spin silken 
cocoons for breakables, we do have hundreds of skilled packers 
who know how to fashion safe “cocoons” from carefully selected 
packing materials to protect the most fragile pieces! In fact 
Mayflower packing service has been scientifically developed, 
both in materials and methods, into approved, standardized 
procedures. These requirements are published in the Mayflower 
Packing Manual, called ‘Pack with Pride,” for all to follow. The 
manual is the guide, and the titie the watchword for the finest 
packing service you can get for the people you move long- 
distance. Call Mayflower for moves which are “Packed with 
Pride”! Your Mayflower agent is eager to serve you. 


AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS 


Mayflower Service is available through selected warehouse agents throughout 
the United States and Canada. Your local Mayflower agent is listed under Moving 
in the classified section of your telephone directory 


NATION-WIDE A 
FURNITURE movers ie a 


America's Finest Long-Distance Moving Service 


USING ADVERTISING AS A SALES TOOL—No. 25 in a series 
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Headline stops them. 
Picture tells story. 


Copy spells it out. 


we luyler U. ti ...and you'll love it! 


‘e# 


Teor ine 


BY RUSSELL B. DOUGLAS, 


Vice-President and National Sales Manager, 
The Taylor Wine Co., Inc. 


“We Packaged this Ad for Payoff’ 


Faced with the multiple competition of other food and 
pleasure products’ advertising and promotion, Taylor fires 
more shots than ever at more sales-influencing targets. 


Sales volume isn’t built just by put- 
ting more salesmen on the road, in- 
creasing the advertising budget, or 
“pepping up” the company and agency. 
It is a complex management job, de- 
manding well-rounded, coordinated 
merchandising. Armed with just such 
a package, The Taylor Wine Co. 
wound up its fiscal year with this to 
report, “As of December 1, 1955, the 
national sales of ‘Taylor wines through 
distributors and monopoly state out- 
lets, compared with the same period 
in 1954, show a 17.2% 
still wines and a 
champagnes.” 

November sales, the latest reported, 
were the highest of any month in the 
company’s history. Even the “ 


increase in 


37.5% increase in 


summer 
slump”’ was noticeably levelled out in 
1955 with June sales gaining 5% on 
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May. Previously they had run about 
10% behind May. Here’s the story 
behind the figures: 

Traditionally, winery advertising 
has been a fractional-page affair. Half 
pages and quarter pages, devoted pri- 
marily to a legible representation of 
the bottle and label, leave little room 
for planting pleasurable ideas. 

Taylor broke with this tradition in 
the latter part of 1954 when we ap 
pointed D’Arcy Advertising Co. in 
New York to direct an expanded ad- 
vertising and public relations pro- 
gram. Our 1955 advertising cam- 
paign was developed to reflect this 
consistent philosophy: “Taylor wines 
actually do add many pleasures to 
everyday living. By telling people 
about these pleasures, we cant help 
but win friends for ‘Taylor wines.” 


It is commonly said that customers 
appreciate being oriented away from 
price consciousness to a worth-while 
product. We are doing something 
about this by stressing quality, enjoy- 
ment, prestige, dependability and 
suitability for a variety of occasions. 

In full-page space we started talk- 
ing to people about “a different des 
sert, just pour and serve.” “Any glass 
will do.” “As right and natural with 
meals as bread and butter.” “Pro 
longs the joy of a good meal,” and 
“Brings a new kind of contentment to 
cocktail time.” 

Of course, if consumers are to be 
sold successfully on a basis other than 
price, everyone along the distribution 
line should ‘be genuinely sold on the 
product on the same non-monetary 
basis. We make certain that our prod 
ucts embody the quality points we 
stress and are capable of imparting 
the enjoyment promised in the adver- 
tising. 

By continuing, careful study we 
guarantee that these objectives are 
met. In this way we see to it that 
creeping paralysis does not gain a 
footing in the enthusiasm of our own 
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It’s no longer enough to build a better mousetrap. 
Technological advances enable your competitors to 


build one just about as good, 


Today you’ ve also got to sell it. And that means 
more than just beating a path in reverse, from your 
better mousetrap to the prospect’s door. It’s not 
enough merely to tell a lot of people you've got a 
better mousetrap because the mechanics of mass com- 
munications are just as available to your competitors 


as are the mechanics of production. 


The essential ingredient in effective selling has 
always been something that cannot be mechanized 
or automated or fabricated from a formula. 


It is believability. 


It is the feeling of: ‘““That makes sense—I can’t go 


wrong doing business with those people.” It is the 


belief that a given product (or service or share of 


stock) is a better value than its competition, because 


of the company that stands behind it. 
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ousetrap 


When advertising instills confidence in the character 
—as well as the products—of your company, it sedls 
It sells because it causes people not only to know 
about your better mousetrap, but to believe what 


you tell them. 


How do you get that intangible but solidly practical 
plus-value into advertising copy? Only when the 
people who write the copy have the opportunity to 
know and the capacity to understand the men, the 


ideals, and the aims that are a company. 


That kind of complete understanding grows naturally 
from our way of working in full, close partnership with 
clients— through every step in analyzing a marketing 
problem from its initial definition to its ultimate 
solution. Other benefits, too, spring inevitably from 
our method of working as responsible marketing 
partners, rather than just suppliers of words and 
pictures. They add up to practical sales results that 
stimulate healthy growth for our clients, and for us. 

Thirty-one of the companies we serve have become 
leaders in their respective fields. If you would like to 
know more about how we work, from the client’s 
viewpoint, talk to any or all of them. We'll be glad 


to send you a list. 


anstellor. Zackard, 
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PEP UP your 


wri Ad Banners 


| 
| 
| 


by HOLLYWOOD” 


The SELLmanship of eye-catching 
banners works wonders with cus- 
tomers. Their TELLmanship keeps 
salesmen on their toes. And their 
SHOWmanship keeps your com- 
the 


pany or product always in 


limelight 


Want to pep up your Sales Imagina- 
send for our FREE Idea 


today. It's poppin’ with ideas! 


HOLLYWOOD 
BANNERS 


116 East 32nd Street, New York 16. N.Y 
ORegon 9-4790 


tion? Then 


Book 


Telephone 


whatever 
your 


position 


“PRESIDENT 
, are 
You emia tite & manny 
by using this 
FREE TOEA | 
BOOKLETL 


The Wine Seller 


Russell Burleigh Douglas, 
came to The Taylor Wine Co., 
Inc., eight years ago, after a 
number of years in the wine 
industry as a merchandising 
and marketing executive. 


For several years he had 
had his business in 
Connecticut as a wine dis- 
tributor. 


own 


This optimistic exponent of 
wine’s place in the scheme 
of things-to-come has a son 
and namesake in the Taylor 
national sales organization. 


staff, the distributors, retailers or con 
sumers. 

In general, our advertisements are 
divided into three elements; a head- 
line that stops people, a picture of 
what is being talked about and copy 
that is long enough and strong enough 
to do a complete selling job on those 
whose interest has been aroused. 

Not many beverage advertisers use 
so much text. They fear that 
will read it.”” Well, some may not, 
but the story is all there for the pros 
pects who are really interested. “To 
merchandise the aimed a 
carefully planned public relations pro 
gram at hundreds of food editors and 
radio- [V home economists across the 
country. Many of them picked up our 
ideas and passed them on to their 
audiences in print or on the air. 

Came the summer — the months 
that traditionally are hard on wine 
sales. Our advertisements which had 
shown ‘Taylor wines in dining table 
and living room settings were moved 
outdoors. We learned that barbecue 
accessories have become a $!/, billion 
business and we reasoned that out- 
door cooking must be a big thing with 
an important number of people. From 
“Makes everyday meals taste wonder- 
ful!” we shifted emphasis to “Makes 
eating more fun — outdoors or in.” 
Artwork showed wine as a natural 
accompaniment of outdoor eating. 

As in the rest of our currert series, 
a Taylor bottle was introduced into 
the foreground action—large enough 
for the label to be read. A typical, 
friendly outdoor barbecue party was 
shown under way. Copy emphasized 
the pleasurable contribution Taylor 
wine can make in such a setting - 
“in the cooking and in the glass.” 
The advertisement was scheduled 


in Time, Holiday, True, The New 


“no one 


story we 


York Times Magazine, and Living 
for Young Homemakers. 

Here’s how we set about merchan 
dising it: 

A booklet called “Come to Our 
Barbecue” was prepared by D’Arcy 
Advertising Company’s food editor. 
Its foreword was written by “the 
fire’s best friend,” the famous gour 
met, Jim Beard. There followed a 
collection of barbecue recipes ranging 
from the simple to the fairly elabo 
rate. All were so carefully worked 
out that be-aproned backyard 
chef can follow them. This booklet 
was offered in the advertisement. 

Our agency set up a “Come to Our 
Barbecue” party for food editors in 
New York. The amiable host was 
Jim Beard who prepared a dish from 
one of the recipes in the Taylor book 
let. With it were served appropriate 
Taylor wines. A great deal of pub 
licity was generated by this party. 
From one mention alone on a popular 
WOR (New York) food hour, the 
radio station received more than 
2,000 requests for the barbecue book 
let. 

Follow-up releases to 1,100 editors 
and broadcast outside 
New York hundreds of 
mentions across the country and even 
on a broadcast from Alaska. More 
than 300,000 copies of the booklet 
have been distributed. 

To complete the merchandising 
package, the barbecue advertisement 


any 


personalities 
resulted in 


was presold to everyone having any 
thing to do with selling Taylor wines. 
Salesmen were put through their 
paces on how to talk it up to the re 
tailer. For mounted re 
prints were made available, together 
with stocks of “Come to Our Barbe 
cue” for counter distribution. 

Our other outlets, the pouring 
spots, were included in the ad — as 
they have been throughout the series. 
A picture of a waiter presenting a 
Taylor bottle for the customers’ ap 
proval is accompanied by an explana- 
tion of different wines and their uses. 
This list, coupled with the use of dif 
ferent wines in the advertising art 
work, lets the reader begin to feel at 
home with a complete “cellar” even 
before he owns one. Although it is 
not always as lengthy a booklet as the 
one on barbecues, each ad offers addi- 
tional information. The keyed de 
partment to which the reader writes 
“to learn something to his pleasure 
and social profit” tips off Taylor as 
to the effectiveness of its 
media. 

At any rate, a sound advertising 
idea, packaged in an intelligent pub- 
lic relations program, gives the sales 
force something on which they can 
follow through to the payoff 

The End 


store 


use, 
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Grocery Bill...over $1,000,000 a Week! 


Every week families in the South Bend Corporate City 
Area spend more than $1,000,000 in their grocery 
stores! That’s big business. And important food re- 
tailers know it. One new chain has opened here; an- 
other is expanding. Independents are growing fast— 
they've doubled their share of newspaper advertising 
linage in the past five years. Want all the facts? Ask 
our representative to show you “The New South Bend 
Grocery Story” containing a 6-month grocery inventory 
study made by Burgoyne Grocery and Drug Index. 


Che 
Soulh #end 
Cibunre eee 


7 Counties, 1/2 Million People 
Franklin 0. Schurz — Editor and Publisher 
STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 


GIVES YOU COMPLETE COVERAGE IN 
AKRON’S BILLION DOLLAR PLUS MARKET 


Akron’s One Billion Forty Million Dollar Market is served 

by only ONE powerful newspaper — the Akron Beacon 

Journal. You get complete coverage of this fertile market 

at one low cost either Evening or Sunday. R-O-P color 

available in all issues. 

CIRCULATION POPULATION 
ONE LOW RATE Evening, 155,154 Metro. Area, 446,100 
Evening or Sunday Sunday, 162,175 Ret. Tr. Area, 578,300 


AKRON BEACON JOURNAL 


STORY, BROOKS & FINLEY, REPRESENTATIVES - JOHN S. KNIGHT, PUBLISHER 
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THE HUMAN SIDE 


BY HARRY WOODWARD 


The little child that led them. “La,” says Dena Seibert, “is this Thurber 
creation for me?” Dena will spend Christmas playing with Sam, the kanga- 
roo she won in Qantas’ mad, mad contest for a name for its plane. 


How to Steal the Wind 
From Competition’s Sales 


The world’s screwiest contest has 
just closed. ‘The winners didn’t win 
$25,000 or a Cadillac or two weeks 
in Bermuda: They won a kangaroo, 
a stuffed Koala bear (“live Koala 
bears are very picky eaters — you 
wouldn’t want one’) and 98 prizes 
of one boomerang each, with instruc- 
tions for oiling. In addition every 
entrant received, absolutely free, an 
explanation of why there is no “u” 
in Qantas. 

Confused? Then let’s begin as close 
to the beginning as anyone can get. 
Qantas (Qantas Empire Airways, 
Ltd.) is the oldest airline in the 
English-speaking world. It was 
founded, insists an official explanation 
as to why there is no “u” in Qantas, 
in 1920, when the slogan, “As the 
crow flies, only faster,” just about 
summed up the advantages of air 
travel. “ . nevertheless, after a 
survey by Model T Ford...” the 
company was born. Its modest orig- 
inal objectives, to provide scheduled 
air service and “joy-riding facilities to 
the citizens of Northern Australia,” 
were counterbalanced by a name so 
imposing that the initials took over 
immediately. Queensland Territory 
Aerial Services, Ltd. became “Qan- 
tas.” Having overcome so formidable 
a handicap as that jawbreaking name, 
Qantas officials dusted off their hands, 
heaved multiple sighs of relief and 
said, “That ends any trouble we'll 
ever have with a name.” Little did 


42 


they know what was in store. 

For in the years between then and 
now Qantas grew across the 
world to five continents. Then light- 
ning struck — in the form of TWA, 
that giant of giants. For Qantas had 
been flying Super-Constellations. 
Then TWA began to fly them, too. 
And to top it all off, TWA launched 
a gigantic advertising campaign, de- 
signed to blanket its world market, 
promoting the new ship as the Super- 
G Constellation. 

Now we move over to Qantas who, 
you will be happy to know, was not 
asleep at the automatic pilot. Says 
one of the staff of Brisacher, Wheeler 
& Staff, Inc., the advertising agency 
that handles Qantas’ account: “For 
two years in our association with 
Qantas, we have been working with 
the problem of bringing Qantas to the 
serious attention of travel agents, in- 
terconnecting airlines, the traveling 
public. Though Qantas provides lux- 
ury service on routes over five conti- 
nents, at present the: only American 
terminal .is in San Francisco and the 
only Canadian [terminal], Vancou- 
ver, B. C.” 

So what do you think came out of 
all this confusion? A contest. Howard 
Gossage, Qantas account executive, 
dreamed up the zany sweepstakes. 

At the outset, advertising copy 
ran only in travel agents’ publica- 
tions. But Media Director Richard 
Clark began to brood. “Why,” he 


asked himself, ‘should this splendid, 
cockeyed campaign waste away in this 
fashion?” By wrestling with ad budg- 
et figures he squeezed out enough 
money to run the campaign in The 
New Yorker. 

The rest is advertising history: 
People from San Francisco to Port- 
land, Me., fell onto rugs in uncon- 
trollable hysterics. And herewith are 
some samples. Head on the first ad: 
“Be the first one on your block to win 
a kangaroo! .. .” 

Ad number two started with a car- 
toon kangaroo feeding grapes to a 
prone gent, ensconced on a comfy 
sofa. “Imagine,” begins the copy, 
“being able to point to a Qantas 
Super-Constellation and to say, ‘I 
named that splendid aircraft my- 
self!’ ” At the tail end comes this: ‘In 
case of ties duplicate kangaroos will be 
given. The decision of the kangaroos 
is final.” 

Things began to warm up in ad 
three. It began: “What has happened 
till now: Qantas, the world’s fifth 
longest airline and a real sweetheart 
of an outfit, is somewhat panicky be- 
cause while they fly to five continents 
in the same splendid planes TWA 
uses in domestic service they don’t 
have as grand a name, etc.” 

And a doozy of a footnote adds, 
“While we don’t like to be always 
complaining, it has come to our at- 
tention that some of you are not pull- 
ing your weight in this contest. Cer- 
tain people — we mention no names 
but we know who you are — have 
not sent in your entries. This is ab- 
solutely your last warning. DO YOU 
UNDERSTAND? MAIL THIS COUPON 
TODAY!” 

Either the American public are 
sheep and afraid of any: imperious 
voice or a lot of people have need of 
a kangaroo. For after that admonition 
the entries poured in. And recently 
Qantas announced the winner. 

The final ad, announcing this lucky 
person, was headed, “‘New York child 
wins kangaroo, her first!”’ Yes, a lit- 
tle child led them. She is Dena 
Walker Seibert, small daughter of 
Mr. and Mrs. Wilson Seibert. And 
the name which she chose? Sam. Just 
plain old Sam. So Qantas’ big birds 
are now called Super Sam Constella- 
tions. “Oh,” reads the ad, “there’s 
consternation at TWA tonight you 
can wager!” 

But Qantas is nothing if not gen- 
erous and forgiving. It has already 
sent a second kangaroo to Warren 
Lee Pearson, board chairman of 
TWA — so he can start a contest for 
Trans World Airlines. 

Now how can you travel on any- 
thing but a big-hearted airline like 
that? The End 
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PB teaches 3 M’s 
... methods 


.-. management 


... merchandising 


To help the light construction industry reach its present 

high levels PB has done more than show builders how to build. 
It has shown them how to sell... not only after houses are built 
but before. practical buiider for years has been the 
fountainhead of Management and Merchandising as well as 
Building Methods. It has won nation-wide acclaim for this editorial 
foresight... for initiating Smart Ideas That Sell Houses... for 
teaching and setting new standards in management. Small 
wonder PB offers you not only more genuine builder-readership 
than any other magazine but more builder-buyership, more 
builder-loyalty. And all at lowest cost! That’s why dollar-smart 


advertisers will tell you: PB is your Plus Buy... by far! 


...0f the light 
construction industry 


@INDUSTRIAL PUBLICATIONS, INC., CHICAGO 3: 

Publishers of Practical Builder, Building Supply News, 
Building Material Merchant and Wholesaler, Ceramic Industry, 
Brick and Clay Record and Masonry Building. 


KEEP ABREAST 
THE TIMES ON... 


@ With ACB Newspaper Re- 
search Services you need never 
miss a daily newspaper adver- 
tisement vou ought to see, no 
matter where or when it may 
run—in any of the 1,750 U. S. 
dailies! 


The national and local adver- 
tising columns of daily news- 
papers are the great proving 
grounds for new ideas in prod- 
ucts, merchandising ‘plans, and 
new sales approaches. Use ACB 
services to keep abreast the 
times on new and old competi- 
tion ... new products ... new 
copy themes, new uses. 


Executives are invited to send 
for our catalog which outlines 
14 ACB Newspaper Research 
Services. You will be agreeably 
surprised at the modest cost 
for which a service, built to 
your own special needs, can be 
furnished. 


Send for ACB’s Catalog. 48 pages. 
Describes each of ACB’s 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 
U. S. Census of retail stores. It’s 
free! Ask for it today. 


ACB reads every advertisement in every daily newspaper 


ACB SERVICE OFFICES 


79 Madison Ave. + New York 16 
18 S. Michigan Ave. + Chicago 3 
20 South Third St. + Columbus 15 
161 Jefferson Ave. * Memphis 3 
51 First St. * San Francisco 5 


HIGH VISIBILITY in stores and in customers’ ho: +s is achieved by 


the bright, new Orange-Crush bottle and carrier right). 


Using a 


bright orange background with the trademark on all sides, the handi- 
pack has won larger floor displays in test markets. Bigger bottle, 
bigger trademark assures impact in TV advertising. 


Special Cities Selected for 
Orange-Crush Package Test 


Steering clear of the usual test towns, soft-drink company 
introduces new bottle, new pack in nearby areas that 
regularly buy its brand. Comparison to previous sales 
in these towns proves acceptability of new package. 


In the soft drink industry an un- 
tested package can mean loss not only 
to the manufacturer but to distribu- 
tors who have invested heavily in bot- 
tles and cases. 

Because of this double risk, Orange- 
Crush Co., Evanston, IIl., considered 
its recent test marketing of its new 
packaging ‘‘absolutely essential,” al- 
though the company does not follow 
the crowd in using cities commonly 
accepted as test markets. 

In selecting markets for the test of 
the new packaging developed by Jim 
Nash Industrial Designers the com- 
pany was guided by three considera- 
tions: 

1. Situations where Orange-Crush 
had enjoyed fairly good sales over a 
number of years so that comparative 
reactions could be studied. 

2. Markets where the company had 
a reasonably good distributor organi- 
zation 

3. Markets near enough to Chicago 


so they could be watched carefully by 
Orange-Crush executives. 

With these three general considera- 
tions in mind, Orange-Crush chose 
Joliet, Ill., as a fairly small market 
and Minneapolis, Minn., as a good- 
size market. 

Orange-Crush, Ltd., Canada, which 
made its tests at the same time, also 
stayed away from the large centers 
so often used for testing new market- 
ing ideas, and added two new wrin- 
kles in its approach to the testing 
problems. 

The Canadian company sought one 
tough market where other orange 
drinks were strongly established and 
one market in which its own product 
dominated the orange drink field. It 
accordingly chose London, Ont., and 
Sault Saint Marie, with interesting 
results. 

In both the U.S. and Canada 
Orange-Crush gave the new 10-ounce 


bottle (formerly 7 ounces) a healthy 
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promotional send-off. Pushing hard 
for displays inside super markets and 
other stores, Orange-Crush also sup- 
ported the new design with full-page, 
two-color newspaper advertisements, 
TV commercials, 24-sheet outdoor 
posters and signs in color on Orange- 
Crush trucks. In the U.S. clown 
balloons were given away as premi- 
ums, and in Canada a number of men 
were dressed as Santa Claus and sent 
out to offer free coupons for samples 
and to take part in a drawing for 
prizes during sports events. 

Results, according to Albert E. 
Repenning, Orange-Crush vice-presi- 
dent, “were practically instantaneous 
and most impressive.” Weekly sales 
in both U.S. test markets quickly 
jumped to three times the volume for 
the same period in the year before, 
and individual super markets reported 
sales of 10 to 15 times their previous 
volume on this product. The com 
pany’s first objective was greatly in- 
creased consumption, but in the soft 
drink business dealer enthusiasm is 
highly important and the creation of 
this enthusiasm was a major second- 
ary objective. It was quickly apparent 
in Joliet and Minneapolis that both 
objectives were being reached with 
the new bottle and bottle carrier de- 
sign and trademark treatment. 


Repeat Performances 


Without hesitation, Repenning re- 
ports, the company has moved ahead 
in other U. S. cities, finding with each 
new market opened that the promo- 
tion used in test markets is satisfac- 
tory everywhere, that the first good 
reception in super markets is being 
repeated and that the new design is 
just as interesting to bottlers and 
store managers in Chattanooga, Tenn., 
as in Minneapolis. “The company ex 
pects to introduce the new packaging 
in roughly 60 areas in the U.S. by 
spring and in 100 markets by early 
summer. 

J. M. Thompson, president of 
Orange-Crush, Ltd., Canada, found 
other facts in the testing done in Can- 
ada. Because he tested in a city chosen 
as a market with strongly entrenched 
competition, he obtained an unusually 
clear measure of the effectiveness of 
the new design and new bottle size in 
attracting interest among dealers who 
did not sell Orange-Crush. He found 
that it was not only easier to persuade 
dealers to take on Orange-Crush but 
that dealers who had not been ap- 
proached saw the new bottle and 
came to him. The same enthusiasm 
was noted among store managers who 
cooperated more than ever before in 
cooler packing and display. 

The Canadian company had an- 
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The Brief for Intelligence 


“Not all of us sell goods or 
services. But in much of the 
talking we do each day, most 
of us are ‘selling’ ideas. We 
try to change 
views on a matter. We try 
to persuade others to do cer- 
tain things. If we expect to 
talk with confidence about 
our ideas, we must have the 
knowledge and the _ facts 
which support those ideas. 
An ignorant person generally 
is a poor conversationalist.” 
You Can Talk Well. By Her- 
bert V. Prochnow. The Dart- 
nell Corp. Price, 40 cents. 


someone’s 


other special insight into what the 
new bottle could do in a market 
where Orange-Crush dominated the 
orange drink field. ‘There the new 
sales potential lay largely in taking 
beverage business away from the cola, 
ginger ale and lemon-lime products. 
In that market, Orange-Crush _in- 
creased its sales over three times last 
year’s figures, so that the company 
knew that the new bottle was moving 
customers away from other brands of 
drinks to create additional interest in 
an orange drink. 

Thompson underscores some of the 
considerations that have to be kept in 
mind in dealing with test market re 
sults when he says, “Normally, gains 
of 15% or 25% are considered sub 
stantial, but the orange drink market 
has been going through a revolution 
ary upsurge, and gains of 300% and 
400%, such as we have had, are pos- 
sible with the right product and the 
right package design. In another six 
months I should say that we could 
assess this better, as there is always 
novelty in a new package such as ours 
which affects sales—and, in addition, 
we had extremely good weather. Re- 
gardless of all this, we feel right now 
that the merchandising possibilities of 
our new packaging are tremendous.” 

On the basis of the success to date, 
Orange-Crush has commissioned Jim 
Nash Industrial Designers to begin 
work on designs for additional prod- 
ucts while new markets in both the 
United States and Canada are being 
rapidly opened for the orange drink. 

The End 
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The daily newspaper appeals to 
every age group of both sexes 


Here at Advertising Checking Bu- 
reau, we read every advertisement 
published in every daily paper in 
the United States. 

As we read this advertising total- 
ing $2 billion annually, our eyes 
occasionally fall on the editorial 
content and we observe that every 
age group of both sexes find special 
features of interest in the daily 
newspaper. The news columns, 
mightiest magnet of all features, is 
the newspapers own exclusive baili- 
wick! Here is chronicled each day, 
newsworthy doings of local people, 
known and unknown to the reader 
—their triumphs and misadven- 
tures. And the news of the world. 

This kind of news gathering and 
editing, plus high-speed presses and 
split-second distributing systems, 
makes the daily newspaper — now 
as in the past—the most patronized 
of all advertising media! 


They pay us to serve you 

ACB serves the newspaper in- 
dustry by reading every advertise- 
ment published in the nation’s 
dailies and Sunday newspapers, and 
making certain that proof-of-inser- 
tion is received promptly by the 
advertiser or agency. ‘his service 
—paid for by the publisher—re- 
lieves the advertiser of clerical 
work and delays. 

From this “reading job’? ACB 
has developed 14 most useful News- 
paper Research Services for mer- 
chandisers. More than 1100 lead- 
ing firms use these services which 
are discussed in our column on the 
opposite page. 


ACB furnishes a complete, accurate & dependable service 
See opposite page for listing 
of ACB Service Offices 
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” OBJECTIVES: To impress on retailers the quality standard 


of the product; to entrench company’s leadership position 


by developing brand name recognition. 


..in knit shirts and pajamas 


America’s best-liked, easiest-to-sell name 


How Donmoor 


SCHEDULE: Two-color spreads and pages in merchandising 


RESULTS: “Brand name promotion on Donmoor knitwear 
increased to the highest point in the firm’s 50-year history. 


uses businesspapers 
to sell retailers on 


wspaper linage records, more retail store 


According to ne 


y name than any other product in 


ads featured Donmoor by 


its price class. 


AGENCY: The Zlowe Company. 


© 
re 


building better businesspapers . . . 


better businesspaper advertising 
THe ASSOCIATED BUSINESS PUBLICATIONS 


2 
MJ 


7oens 


a quality brand name 


Founded 1906 + 205 East 42nd St., New York 17, N.Y. 


BY JANET GIBBS 


Sales Promotion and Direct Mail Counsel 


Idea Exchange 


Danger ahead? Just got an excit- 
ing, well-written, sincere-sounding six- 
page letter selling association mem- 
bership. One of the best I’ve read, it 
held my interest to the end—but— 
left me feeling that this worth-while 
association, which really gives help 
to members, possibly has been over- 
sold. 

I’m sure “sales” will be high; it’s 
the renewal percentage, showing up 
six months or a year later, that will 
prove the probable weakness of over- 
selling. 


Comment: One of the most important 
ingredients in good direct mail copy 
is sincerity, believability. Overselling 
can scare customers away. Certainly, 
if your performance can’t live up to 
your promises, you'll lose customers 
and good will. 


Long letter, long-time use. Barron’s, 


top business and financial weekly, 
uses direct mail to sell circulation. It 
has used the same letter (copy, sales 
slant) for about seven years. Con- 
tinuously testing new ideas and copy, 
the publication has always gone back 
to the winner, making only a change 
in format (cutting production costs) 
last year. 


Mailing contains four-page letter, slip 
commenting on possibility of  in- 
cluding names of present subscribers 
through use of outside lists, news- 
paper ad reprint, order form, pre- 
paid business reply envelope. 

This mailing uses all the proved 
successful direct mail techniques . 


Processing: Four - page letter offset, 
sheet size 11%’ x 14” folded in center, 
printed two sides in black with printed 
blue signature. 


The offset letter is able to simulate 
typing through use of 75% tone 
which gives offset the slightly uneven 
edge typical of typewritten copy. By 
switching to one sheet printed two 
sides from using four single sheets, 
firm has cut paper cost in half, saved 
on printing and mailing costs, too. 
Mailer reports no cut in number of 


orders because of changeover to low- 
cost format. 


Copy: This perennially successful let 
ter opens with “could happen to you” 
human interest story. Using dollar 
facts, it shows how widow with chil- 
dren could invest money, using Bar- 
basic investment rules, earn 
good income ; traces dollar income pic- 
ture for 30-year period. At this point 
you see yourself as the hero of the 
story. Page one continues with free 
offer of book listing these same suc- 
cessful rules. Pages two and three 
explain contents of Barron’s, how 
reader benefits. Then the offer—the 
challenge to “see for yourself.” Page 
four closes with postscript used to 
emphasize strong selling point. To 
act now reader needs only to sign 
order form, mail in prepaid envelope. 
The copy succeeds because it con- 
tains a human interest story, graphic 
illustration of how reader can make 
money, and spells out benefits he 
can’t resist; use of P.S. for strong 
punchy, repetitive selling point. 


ron s 


Comment: Successful mailers have 
proved that good letters have long 
life, can be re-used to same lists and 
sometimes do better in later mailings. 
Research does prove that people forget 
quickly what they read in mail ad- 
vertising. Some studies show that 
only 25% of your readers remember 
your mailing piece at the end of the 
week in which it was received ; 95% 
have forgotten you and your product 
entirely by the end of the month... 
others cut the time way down but 
not the percentage! Repeat the use 
of good mailing pieces—-the carbon 
covy of a letter with memo attached 
will often do better than the original 
mailing. Use the same technique with 
circulars or folders. 


Look Ma, no people. Two national 
advertisers sent me informative ma- 
terial this week. I’d clipped coupons 
and asked for it. 

One mails over a million catalogs 
yearly. Ad in a business paper offered 
“franchise” or resale deal. The cata- 
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log came with a tew samples and 
nothing else. No letter, card or re- 
sale plan. Not even the name of a 
salesman or executive. Nothing! 
Second mailer sent a sample kit 
of a paper product that is a “must” 
for all mailers. Plus a costly adver- 
tising specialty. I’m grateful—but 
I’m also a good prospect and so are 
my clients. No bid for business, no 
information on local representation; 
not even a business card was enclosed. 


Comment: These inquiries cost these 
advertisers a pretty penny. So did the 
material sent. But it’s a lot easier for 
me to pick up my telephone and buy 
from the man I’m in the habit of buy- 
ing from. Why should I spend time 
trying to find out exactly what their 
offer is and who represents the com- 
pany? I probably won’t do it. Their 
advertising dollars were spent for 
nothing! 


Mr. Sales Manager. Now is the 
time for you to review the handling 
of incoming mail . . . inquiries, orders 
complaints, collections, etc. Are you 
sure you're taking advantage of every 
selling opportunity ? 


“All the news that’s fit to print”... 
But no price on a smart promotion 
job done by The New York Times. 
Received a nice, friendly letter, order 
card and prepaid reply envelope, sell- 
ing folks who’ve just moved into a 
new neighborhood on the advantages 
of home delivery of the paper. The 
Times did a selling job, said the cost 
was small—only a few more pennies a 
week. But what does it mean? How 
small... how much? 


Comment: People who buy by mail 
want to know from sellers and adver- 
tisers... 

1. How your product or service 
benefits them. 

2. What makes your product or 
service a better buy. 

3. How it will save time or muney 
or effort. 

4. How much it costs. 

5. Where to get it. 

6. How to order. 


THE MAIL CLINIC 


©. Our customers often write for 
prices and delivery. I feel every in- 
quiry is a potential sale. However, 
what can we incorporate in letters of 
this type other than the cold facts of 
price and delivery? — J.V., Denver, 
Colo. 

A. Mr. V ... you carefully select a 
salesman because he is well-groomed, 
personable, able to put his sales story 
across briefly, clearly—he speaks well 
and is easily understood. Then, be- 
fore he hits the road, you train him; 
give him a carefully preplanned sales 
story of customer benefits; explains 
the advantages of your product over 
others, and fill him in on price and 
delivery. 

Follow the same technique in your 
letters. They are your salesmen. All 
too often you get only one crack at 
making the sale-by-mail, therefore 
plan mail sales appeals in advance. 


From R.J., Honolulu, Hawaii. . . 
Q. Enclosed are 5 mailing pieces for 
client selling termite service. Budget 
is split up now between direct mail, 
radio, TV. We know business is bet- 
ter but not which medium pulls most 
inquiries. Does direct mail offer us 
best potential? Should we consider 
using entire ad appropriation for this 
one medium? 

A. As matter of routine each salesman 
should record source of inquiry with 
office record kept. To get this infor- 
mation in hurry, use direct mail to 
research present customer list. Use 
questionnaire to get information on 
source of inquiry plus story on satis- 
faction with service, complaints if 
any, suggestions and names of friends 
who might be interested in service. 
You'll get answer on profitable me- 
dium plus selling facts and build a 
prime prospect list at same time. Offer 
some giveaway to encourage response. 

As for copy and mailing pieces: 
Stress reader benefits; on self-mailers 
why not use teaser copy, brief, punchy, 
on address side? But the best copy in 
the world, printed in gold, won’t sell 
unless you develop the right mailing 
list. The End 
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YOU'RE INVITED 


to join an Idea Exchange. Send me copies of your outstanding letters 
and mailing pieces, with case histories . . 
samples of the money makers, the duds—share your experience. Feel 
free to ask questions, request criticisms, information. You'll get an 
answer either in this column or by mail. Informative answers, based 
on long, practical experience—and a special reader service for 


. aim, action, results. Send 


—Janet Gibbs 
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",,. all | did was suggest to the 
boss that Clearsite Plastic Con- 
tainers might solve our packaging 
problem.” 

Sparkling - bright Clearsite Plastic 
Containers are available in a wide 
selection of sizes, shapes, closures and 
colors. Only 4 the weight of glass and 
shatter-proof, they cut shipping costs 
and breakage. Containers can be 
multi-color printed. 


Write for free 
samples and 
descriptive literature 


CELLUPLASTIC 
CORPORATION 


General Offices: 
38 Avenue L 
Newark 5, N. J. 


Pee 
INTRODUCING 


success! 


Get the facts across 
—FAST and CLEAR 
with the versatile 
BESELER VU-GRAPH. 
Helps you SELL the 
product advantages, 
EXPLAIN its uses, 
INCREASE its sales. 
Write Dept. A 

for the new free 


BESELER VU-GRAPH 
OVERHEAD PROJECTOR 


Projects pictures in 
brilliant color to an 
audience of 4 or 400 
easily! And in a fully 
lighted room. Vu-Graph 
gives you startling new 
ways to explain and 
sell your product ad- 
vantages. 


brochure: “How to 
Communicate 
your Ideas—Get 


More Business.” 


CHARLES CBeseler COMPANY 


EAST ORANGE. NEW JERSEY 


bie equipme 


ADS LIKE THESE proved to Paceco that type and pictures would interest 
prospects in big equipment. Company now starting Part Two of program which 
calls for intensive use of direct mail, coupled with media ads. 


Direct Mail? Is It Any Good 
For A Big-Ticket Product? 


When your products include gigantic valves, dam gates, 
tugboats and 275-ton cranes, you wonder how to start a 
sale. Paceco met success with media advertising; is now 


pioneering with direct mail. Here's why. 


BY RAYMOND B. GILES 


Business Development Director 
Pacific Coast Engineering Co., Alameda, Calif. 


Gearing our selling to sharply in- 
tensified competition, we are now 
taking the second of two steps to 
make advertising work harder for us 
during the coming year: direct mail, 
on a nation-wide scale. First step 
was the addition of national publica- 
tions to our predominantly western 
promotion schedule. 

Direct mail is often thought of as 
a means of selling “gimmicks.” We 
have a strong conviction that if a let- 
ter can sell hosiery or household ap- 
pliances, get people interested in a 
ball point pen or a new convertible, 
it can also lead up to big jobs Paceco 
is becoming known. for—even, say to 
the sale of a million dollar series of 
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big cranes like the ones we are manu- 
facturing for use on the St. Lawrence 
River power development project. 

We don’t know. Frankly, this is 
pioneering for us, as was our first 
advertising venture about eight years 
ago. Strange as it may seem in this 
great industrial country, there is little 
information to guide the industrial 
advertiser. But we are ready to spend 
money and effort to test our belief 
that direct mail—along with national 
and regional publication advertising 
—can play an important and perma- 
nent part in the over-all promotion 
of our engineering service and manu- 
factured products. 

First of our direct mail programs 


started in early November, and will 
be followed by a second as soon as 
we launch our 1956 publication ad- 
vertising campaign. It covers just 
one classification of our customers and 
prospects, from which over 800 names 
have been chosen. 

Our plan is to send at least one 
individual in a company a personal 
letter. The letters will set forth news 
of our equipment and services, of in- 
terest to the company, but pinpointed 
to the specific needs of the individual 
recipient. 

With the letters may be enclosed 
black-and-white or color reprints of 
photographs of jobs we have done. 
We will also use brochures and re- 
prints of our national advertising. 
Photography, as proved in our publi- 
cation advertising, plays an important 
part in selling our engineering know- 
how and manufactured products. For 
example, we ran an advertisement fea- 
turing a striking photograph of one 
of our jobs in a business paper. The 
brief text was headed: “You may not 
need this particular development. But 
you may need the skill that made it.” 
This ad brought us a valuable con- 
tact with a laboratory man. He in- 
vited us to call and our salesman 
gained entree into the almost sacred 
inner sanctum—the research depart- 
ment of the company. Result was a 
sale in a new division of a major 
firm. And there has been big repeat 
business. 

We believe that direct mail, 
similar strong visual proof of what 
we are prepared to give, will pave 
the way for contacts of this kind and 
open doors ordinarily closed te our 
salesmen during initial contacting: 
engineering departments, for example, 
and the men we know we could sell 
if we could get to them. . . because 
our engineers have what they need. 

One of our objectives is to sit in 
on company planning conferences so 
that constructive, cost-cutting sugges- 
tions in the design of engineering 
equipment may be offered. More of- 
ten than you might think, it is pos- 
sible to make helpful suggestions even 
to firms with large and capable en- 
gineering staffs of their own. That is 
because of our broad experience, our 
completely objective approach, and 
our ability to render certain services. 
It is not uncommon for a customer 
to come to us with a desigp that at 
first looks satisfactory. But after an- 
alysis we may find that a design 
change will not only improve the 
operation of the device but materially 
reduce the cost of manufacture. We 
recently saved a company close to 
$100,000 through such analysis. 

This is one kind of message our 
letters will deliver to the key men 


using 
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we want to reach. It is mainly a 
service message. Another message con- 
cerns our manufactured products and 
here, too, we expect to make effective 
use of photography. Besides pointing 
out the superior operating character 
of the equipment and, in some in- 
stances, the low cost of operation, it 
will be possible to call attention to 
streamlined appearance. 

It may seem startling for a firm to 
attempt direct mail selling of a five- 
to eight-ton capacity crane 
$20,000, or of jobs costing up to $1 
million. But results from our publi- 
cation advertising indicate that it is 
practicable. In one sense, direct mail 
s the extreme opposite of our first 
advertising to industry. Then we 
found that national and regional pub- 
lications were our best bet. 

Why we now believe a combination 
of these media can provide us with 
a strengthened program 
may be clearer after a brief look at 
our advertising history. 

Up to June 1948 we had done no 
advertising. We relied on personal 
selling and the good reputation and 
job record of our engineering staff 
to spread our story. This was satis- 
factory until we began to expand and 
look eastward to markets. At 


costing 


advertising 


new 


that time I was sales manager for 
my company, a post I had filled for 
a good many years. When our board 
of directors decided we should start 
an advertising program, I was ap- 
pointed to head it and served for 
several years as both sales manager 
and manager of advertising. 


Travel Parallel Roads 


I mention this because it was the 
foundation for a policy of sales-ad 
vertising teamwork which has die a a 
great deal for Paceco. When our ex- 
panded sales department was put un- 
der the direction of a general sales 
manager, and I was given the title 
of business development director, no 
division was made between advertis- 
ing and sales. We had learned that 
kind of selling it was not a 
matter of Advertising telling Sales or 
Sales telling Advertising what should 
be done. We travel parallel roads. 

We conceive of engineering. sales, 
and advertising as a team. This is 
exemplified in the way we plan a 
campaign. Around Thanksgiving of 
1955 these men met in my office to 
map 1956 advertising: Paceco’s presi- 
dent and general manager, 


in our 


vice-presi- 


dent and chief engineer, general sales 
manager, myself, and a top executive 
of Wank, Lougee, McDonald & Lee, 
San Francisco advertising agency. 
Almost the first thing undertaken 
when we started advertising in 1948 
was to buy space in one national busi- 
ness paper magazine and a number of 
regional industrial publications in 
fields in which we were selling. ‘These 
were leaps in the dark. We knew 
nothing of advertising, and I do mean 
nothing. We were wide open to learn. 
But we quickly found that of all the 
educational institutions in this coun- 
try giving courses in advertising, only 
four even touched on industrial ad- 
vertising. There are no texts to guide 
the industrial advertiser. All the text- 
books, like the college or other courses, 
cover only consumer advertising and 
consumer products. Once in 
we did find an article i 
magazine about our neglected field. 
A year after we got started we took 
a pulse reading to find out how the 
advertising-to-industry infant was 
doing. An outside agency made a 
survey for us. Findings titled “A 
Study of Readership and Professions 
for Fabricators and Manufacturers 
of Custom-Built Equipment Among 
Purchasing Agents and Top Manage- 
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WINNIPEG 
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QUEBEC 
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© ATLANTIC CITY 


you Il appreciate TCA's speed and service 


The colourful cities 
Canada are 


and resorts of 
just a few hours away — 
less than a day from any large U.S. city. 
TCA directly serves New York, Boston, 
Cleveland, Detroit /Windsor, Chicago, 
Tampa-St. Petersburg, Seattle-Tacoma. 
Connecting TCA services wing you 


swiftly east or west, clear across Canada. 


Express services by luxurious Super Con- 
stellation link Montreal, Toronto, W innipeg 
and Vancouver. Services by Viscount — 
the world’s first turbo-prop airliner, intro- 
duced to America by TCA — give fast, 
smooth. flying on inter-city routes, on 
routes from the U.S.—on Canadian inter- 
city and trans-Continental routes. 


New York 


Fly TCA — your quick, easy way TO 
AND ACROSS ALL CANADA — now 


quicker, more convenient than ever! 


SPECIAL FARE REDUCTIONS AVAILABLE FOR 
GROUP TRAVEL 

our Travel Agent or TCA Office 
Detroit/Winds 
Tampa-St. Petersbur 


2g0, Cleveland 
Seattle 


(ty) TRANS-CANADA AIR LINES 
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GOLF 


its biggest year? 


“GOLF MARKET 
INFORMATION” 


gives the latest, complete facts on 
this fast growing, big spending 
market... from golf's only bus- 


iness medium... 


GOLFDOM 


407 S. DEARBORN ST., CHICAGO 5, ILL. 
20 VESEY STREET, NEW YORK 7, NEW YORK 


GOLFing 


National Players’ Magazine 


PRODUCTS 
© 
TRADEMARK 

kes 
SERVICES 


Pint-sized and appealing in three colorful 
dimensions this miniature lion opens 
mouths for Jell-O wherever he's seen. 
SEBASTIAN MINIATURES (k 


same for your company or client. Custom 


can do the 


designed and carefully manufactured they 
ore unique sales promotion tools... ideal 
anniversary souvenirs the perfect 


Christmas gift in the best of taste. 


For FREE SAMPLE FIGURINE 
and illustrated brochure write on 
your letterhead to: 


Prescott W. Baston 


SEBASTIAN STUDIO, inc. 


Marblehead, Massachusetts 


Raymond B. Giles 


He Carried Two Cards 


Raymond B. Giles started out 
as lone salesman for his firm, 
Pacific Coast Engineering Co., 
Alameda, Cal., in 1936. He later 
became sales manager and in 
1947 was appointed advertising 
manager. Paceco was still a rel- 
atively small firm in those days, 
so Giles carried two different 
cards, one when he was buying 
advertising, the other when sell- 
ing Paceco’s services and prod- 
ucts. He also directed the com- 
pany’s public relations and labor 
relations, and developed visual 
selling aids. 


This last evolved from his 
hobby of photography. In. his 
own selling, Giles took along pic- 
tures of Paceco jobs too big or 
too complex to explain in a few 
words. The president of Paceco 
saw one of his photographs, took 
it on an eastern trip, found it 
an effective means of selling. 
The firm has since used many 
sales tools involving color slides 
of jobs. 

Giles does all of Paceco’s pho- 
tography. When pictures became 
a regular feature of Paceco’s ad- 
vertising program, he graduated 
from a miniature camera to a 
4” x 5” size. He now uses six 
different cameras, and acces- 
sories for black-and-white and 
color, from 35mm. to large 
plates. 


ment” showed us some of the mis- 
takes being made and indicated the 
direction our advertising should take. 

One glaring mistake uncovered 
was a surprise. We were advertising 


in a regional magazine regarded as a 
leader in its industry. Best out of a 
long list of firms we did business with 
or wanted to reach, we found that 
only five persons read that publication. 

We also discovered our cuplica- 
tions and revised our publications list 
accordingly. Because we did not then 
have an eastern office or sales repre- 
sentation to follow-up leads, the na- 
tional advertising we had started pre- 
maturely was discontinued. In fact, 
we restricted our activity to advertis 
ing in our home territory, using the 
financial pages of local newspapers 
and a financial daily. We also took 
space in two top-level business maga- 
zines, one industrial, one in mechan- 
ics. 


Reach Right Men 


It was found almost at once that 
by going into media of this type we 
reached the men we wanted to reach. 
That knowledge has guided our ad 
vertising ever since. It is seldom that 
you can trace a sale to a particular 
advertisement, even when you are 
sure that a campaign is producing re 
sults. We have been able to do this 
in numerous instances, however, since 
learning ‘some of our practical les- 
sons. An outstanding example of the 
efficacy of newspapers and business 
publications for what we have to of 
fer concerns a prominent company in 
Southern California. Because of the 
nature of the company’s business, our 
salesman in the territory would not 
normally have called there. An ex- 
ecutive of the firm saw our advertise- 
ment. He wrote Paceco’s Los An- 
geles office for a booklet offered in the 
copy. This was the beginning of cor- 
respondence leading to conferences on 
a product the company wanted to 
have manufactured. It resulted in a 
sale amounting to half a million dol- 
lars. Because this is not an isolated 
instance, we conclude that a combina 
tion of advertising in the print media 
designated and direct mail to selected 
key individuals is the answer for us. 

Our advertising schedule for 1955 
included national business magazines, 
daily newspapers, and a national-cir 
culation business newspaper, all of 
which we can now use to full advan- 
tage because we have our own office 
in New York City and sales repre- 
sentation in Southern California, 
Kansas City and Houston. Next 
year’s schedule will be similar, with 
the addition of the direct mail pro- 
gram. 

Even though this past year has 
been the best in our history, there is 
evidence that 1956 will surpass it 
in sales in spite of the sharply com- 
petitive market. The End 
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Pennsylvania Railroad... 


is the world’s largest railroad ... with 1954 operating revenues 
of $848.8 million* or 9°% of the total of all Class 1 railroads in 
the US. But even this huge revenue figure cannot suggest the real 
utility of the Pennsy to the hundreds of communities it serves. 

Big figures, however, are not always a measure of value. 

Consider SuccessFUL FARMING, with only 1,300,000 circulation 
but it reaches 42% of all farms earning $10,000 or more, 
and represents an $11 billion market. 

SF farm subscribers are important customers because they 
are big producers... supply 53°% of the corn harvested for 
grain, 57% of the hogs, 38°, of the cattle and calves, 44% of 
the eggs, 44°, of the dairy products. And they are big earners 
—average cash income around $10,000 for several years past! 

Because SuccessFUL FARMING for more than fifty years has 
materially helped the country’s best farmers to make more 
money, live better... it has an influence with its market that 
no other publication can match. 

To find important new customers, and to balance national 
advertising schedules, you need SuccessFuL Farminc. Any SF 


office can give you all the facts. 
* Source: Standard & Poor’s Industry Surveys, July 14, 1955 


MEREDITH PUBLISHING Company, Des Moines. . . with offices 
in New York, Chicago, Detroit, Philadelphia, Cleveland, 


Atlanta, San Francisco, and Los Angeles. 
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ZIP. 
MASTER 


LOOKMASTER 


VIEWMASTER 


DISPLAYMASTER 


Here is a brief showing of the best de- 
signed and most complete line of visual 
sales aids available. Whatever your needs, 
the chances are we have a binder in stock 
and in your size. Stock binders mean low 
cost and immediate delivery. If your needs 
are special, our staff of designers will 
analyze your problem and muke recom- 
mendations. Write for catalog No. 558 or 
ask for a sample binder on memo 


1704 WEST WASHINGTON BLVD. 
CHICAGO 12, ILLINOIS 


TOOLS FOR SELLING 


WESTERN UNION 


Lowinc TELEGRAM TO 


nero 


send ™E FOL 


FOR WEEK ENDING 


pisTRt ev 10% 


REFRIGERATORS 
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AT THE CLOSE of business each Wednesday, 80 Crosley-Bendix distributors 
record their week’s sales and stock on hand on a six-page, carbon-interleaved 
form, of which this is the top sheet. Telegraphing collect—not waiting to write 
—saves at least 24 hours on stock replacement. The black bars screen out 
sales figures for the year to date which appear on distributors’ carbons but 


are not transmitted in telegram to Crosley. The firm and Western Union 
have collaborated in this way since October, 1953. The custom-designed blank 
is unusual. Most users print their order forms on standard telegram pads. 


Why Crosley Distributors Telegraph 


Weekly Inventory, 


This ‘Thursday, January 5, at 11 
a.m. top executives of Crosley and 
Bendix Home Appliances Divisions, 
Avco Manufacturing Corp., will hold 
their weekly meeting at Cincinnati 
headquarters. By that hour, William 
A. MacDonough, gm, distribution 
and merchandising, and the other ofh- 
cials will have received by telegraph 
detailed breakdowns on turnover from 
each of the company’s 80 distributors 
for the week ending at close of busi 
ness on Wednesday. 

At these meetings sales programs, 
production schedules and procuring 
are planned on the basis of the sales 
figures, transmitted accurately by tele 
gram overnight. The system, devised 
by the Crosley and Bendix Market 
Research Department and Western 
Union Telegraph Co., is centered on 
a telegram blank overprinted with a 
list of the firm’s total line, with 
squares for fill-in of inventory needs. 


Sales, Orders 


Several other firms have brought 
the dripping pen and dotted line up- 
to-date with telegram blanks printed 
to their own specifications. Salesman- 
ship is sharpened, not supplanted, by 
the use of this tool. In fact, the tele 
gram-blank techniques of a dozen en- 
thusiastic users read like a check list 
of the good salesman’s qualities. 

Asking questions that tactfully de- 
velop the supplier's viewpoint yet 
show awareness of the customers’ 
interests. The Crosley-Bendix ques- 
tionnaire is a relaxed, businesslike af- 
fair. Without any special pleading, it 
simply takes for granted that the dis- 
tributor is going to want as many 
additional appliances as his inventory 
shows have been moved. 

On the other hand, the form rend- 
ers distributors a highly convenient 
service. As the caption explains, the 
report for the Cincinnati headquarters 
can be an automatic by-product of the 
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“How am I doing?” summation each 
distributor makes for his own use. 


Animating the presentation with 
enthusiasm. Bellwood - Barrett Shoe 
Co. uses both red and black ink in 
printing telegram order blanks for 
customer firms. Bellwood’s return 
address and spaces for data to be 
transmitted back to the company are 
printed in black. The promotional 
“sell” which Western Union does not 
retransmit is in fire-chief red. The 
words are in keeping: ‘Don’t write 
—Telesize—the modern, easy way to 
reorder shoes.” 

Ability to make the best of diffi- 
culties and restore good humor. 
Several airlines maintain supplies of 
‘ printed message blanks for distribu- 
tion when patrons are delayed. By 
simply checking what is wrong and 
indicating the new time schedule, 
passengers are able to wire the bare 
facts without composing a message. 
The airline pays for one wire each. 

Leadership and sincerity. Union 
Bankers Insurance Co., Dallas, is one 
of several insurance firms supplying 
hospitals with printed telegram blanks 
for fill-in of patient’s name, policy 
number, diagnosis and dates of onset 
and admission. The sympathetic in- 
terest thus shown also wins recogni- 
tion for the company’s efficiency. 

While going far beyond a warm 
smile, the sincerity of Union Banker’s 
request for information also serves to 
instill respect for the truth in clients 
whose ideas as to “date of onset” 
might tend to retreat into the past. 

Flexibility in use of sales materials. 
Crosley departs even further from 
the norm than _ Bellwood-Barrett’s 
black and red telegrams. Instead of 
using Western Union’s familiar tele 
gram head, Crosley has pre 
pared its own heading which contains 
only pertinent information and moves 
on quickly to refrigerators and 
freezers. Among the omitted details 
is the name of W. P. Marshall, the 


wire company’s president. 


letter 


Use of names. Besides playing up 
the prospect’s name, many salesmen 
underline their own names by bring- 
ing them into the conversation, “My 
last customer told me, ‘Bill Brown, 
this is the best ever.’ ’’ Crosley man 
ages to get the names Crosley, Bendix 
or Avco into its blank 13 times. 

Not taking oneself too seriously. 
A Denver packing house pays a top 
compliment to its customers’ knowl- 
edge and imagination. With no more 
promotion than a line to the effect 
that a telegram on record eliminates 
chance of error, the mimeographed 
message begins and ends, “Ship.” 
Seven blank lines follow on which 
the prospect can envisage his needs. 
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Even further removed from the pom- 
pous is the wry humor with which 
Crosley beseiges distributors whose re- 
ports are late. It sends a stream of 
complaint telegrams—all collect. 


Optimism. A productive salesman’s | 


optimism is not something he gets 
into a sweat over. Similarly, The 
Snow Co., Omaha, presented no sta- 
tistics in a successful telegram pro- 
motion but stated only, “The sum- 
mer is here. We have tractor um- 
brellas in stock.” For an outlay of 
$38.80, this telegram blank order 
form sold 318 umbrellas for $2,782. 

With simply two items for check- 
ing and the words, “Please ship the 
following,” Radio Merchandising 
Sales, Inc., garnered 100 orders from 
a mailing of 2,000. Return: $8,500. 

Acknowledging the customer's 
importance. Although only one re- 
turn-addressed blank is sent in most 
mailings, Valentine Shoe Co., a divi- 
sion of General Shoe Corp., Nash- 
ville, builds enthusiasm with a pad 
of 50 blanks for each store visited. 

Bowers Wholesale Corp., Norfolk, 
Va., sent out order blank telegrams 
in connection with a Norge refrige- 
rator promotion. ‘The wording was 
such that the prospect could happily; 
make it his own: “This week I sold 


that the few hundred dollars spent 
revealed how many dealers were 
really active and woke up a few 
others. 

Always asking for the order. 
Although this is standard practice 
with users of overprinted telegrams, 
they vie in making it easy for the 
prospect to give the order. Only one 
figure was required in a recent suc- 
cessful mailing by Bausch & Lomb 
Optical Co. The read, 
“Please reserve for us page space 
in your cooperative Panoptik adver- 
tising campaign. Within three days, 
99 replies were received out of 220. 


message 


Persistency. The air of importance 
lent to a transaction by a telegram is 
heightened when the supplier sets 
added value on the reply by offering 
to pay for it. Some firms add “charges 
will be paid by us,” to their self 
addressed reply blanks, but most users 
insert “‘collect’”’ in the appropriate 
space so that the customer will not 
feel the slightest obligation. 

Anthony E. Cascino, Crosley and 
Bendix director of marketing, makes 
no secret of the fact that his division’s 
whole inventory control plan is 
founded on distributors’ wire reports. 
“By warning us of inventory build-up 
here and: shortages there, it has re- 
peatedly kept us out of trouble,” he 


confides. The End 


How To Get Things Done 
Better And Faster 
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BOARDMASTER VISUAL CONTROL 


vv Gives Graphic Picture—Saves Time, Saves 
Money, Prevents Errors 

< Simple to operate —Type or Write on 
Cards, Snap in Grooves 

vy Ideal for Sales, Traffic, Inventory, Sched- 
uling, Production, Etc. 

'y Made of Metal Compact and Attractive. 
Over 60,000 in Use 


Full price $4g50 with cards 


FREE 24-Page BOOKLET NO. S-300 


Without Obligation 
Write for Your Copy Todcy 
GRAPHIC SYSTEMS 


55 West 42nd Street, New York 36, N.Y. 


CQ 


IS YOURS FOR 
THE ASKING! 


. 


GLAMOUR 


to your SALES PROGRAM 


It's the quick, 
easy way to come 
up with LIVE-WIRE 
IDEAS that pay off BIG! 


HOLLYWOOD 
BANNERS 


116 East 32nd Street, New York 16, N.Y 
Telephone: ORegon 9-4790 


Change is here to stay. Pulps once were the 


mainstay of Street & Smith's success. Now this 
100-year-old publisher, with three advertising- 


filled magazines, finds... 


Ads More Profitable than Fiction 


It now sounds plausible and decep- 
tively simple. But when Mademoiselle 
was started in 1935, who dreamed 
that in 1955 there’d be well over six 
million women in college, with en- 
rollment 76% ahead of the 1940 
figure? 

When Charm began in 1941, who 
foresaw that there would be 20 mil- 
lion women at work 16 years later, 
earning over $33 million a year—the 
“carriage trade” of our era? 

In 1950 we all knew young people 
were getting married at a great rate, 
but Street & Smith did something 
about it by establishing Living for 
Young Homemakers. The soundness 
of the step is indicated in the maga- 
zine’s estimate that over nine million 
young couples have set up housekeep- 
ing in the last five years. 

There’s a young crowd at the helm 
of Street .& Smith Publications, Inc., 
New York City, as this month it be- 
gins celebration of its 100th anniver- 
sary. 

At the top is 40-year-old Arthur 
Z. Gray, appointed president on the 
death in 1955 of his Princeton class- 
mate, Gerald Smith, grandson of the 
firm’s founder. 

The late Gerald Smith joined the 
company immediately after his gradu- 
ation from college in 1936. 

Ralph R. Whittaker, now execu- 
tive vice-president, also joined the or- 
ganization in 1936, as advertising so- 
licitor for Air Trails, which became, 
in 1955 the monthly, Young Men, 
when Air Trails was converted to an 
annual publication. Whittaker has 
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been assistant to the advertising di- 
rector of Charm. 

Arthur P. Lawler, vice-president 
and secretary, is in the same age 
bracket. A lawyer, he joined the firm 
in 1950 at age 38. 

In its publishing history of 100 
years under the same family manage- 
ment and financial control, Street & 
Smith has dispensed everything from 
Grade A fiction by such masters as 
Mark Twain, Bret Harte, O. Henry 
and Stephen Crane, to the exploits 
of Dime Novel heroes Buffalo Bill, 
Diamond Dick, Frank Merriwell and 
Horatio Alger. In the 1920’s and 
early ’30’s it rode the crest of the 
pulp wave, then, dramatically chang- 
ing course, dropping pulps, plunged 
successfully into the “slick” field with 
magazines addressed to fashion-con- 
scious college students, girls with pay 
checks, and young marrieds. 

The lively centenarian is celebrat- 
ing with gala “then-and-now” ad- 
filled January issues of Mademoiselle, 
Charm and Living for Young Home- 
makers; tie-in promotions by 70 big 
stores. Then there’s the strategically 
timed (January 16) publication of 
Quentin Reynold’s history of the 
firm, ““The Fiction Factory, or From 
Pulp Row to Quality Street.” 

And, as icing on the birthday cake, 
Street & Smith seems headed for at 
least a 15% advertising gain in 1956 
over the banner year of 1955. “I 
don’t see how we can miss,” says Ex- 
ecutive Vice-President Whittaker, 
“since we’re booked 20% ahead for 
the first six months of the year.” 


In the midst of all the fanfare of 
the celebration, other publishers must 
wonder how Street & Smith managed 
not only to survive 100 years, but to 
close its first century in possession of 
three prosperous journals that con- 
tinue to gain circulation and adver- 
tising. 

To borrow an early Street & Smith 
title, “Pluck and Luck” must have 
played a role in the firm’s success. 
One may assume that the policy of 
always rendering a service to the 
reader has helped. The policy, estab- 
lished early, was implied in the sub- 
title on the masthead of the New 
York Weekly, that first 1855 ven- 
ture of young Francis Street and 
Francis Smith: “A Journal of Useful 
Knowledge, Romance, Amusement, 
etc.” In the ensuing years romance 
and amusement have not been slighted, 
but useful knowledge is way out front 
today. 

Much of the “useful knowledge” 
has been directed to the young—dur- 
ing the early period as “how-to-suc- 
ceed” instruction of the Horatio Al- 
ger variety. But it remained for 
Mademoiselle to make a fine art of 
purveying practical advice to young 
women on business, fashion, personal 
and other matters of direct concern 
to them. It shattered precedent by 
telling editorially of good fashion 
buys, naming prices and _ stores. 

Another possible explanation of 
Street & Smith’s success, especially 
since it entered the slick field, is of- 
fered by Vice-President Whittaker: 
“We anticipated needs.” The End 
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Why are New York women 


who read The News SO beautiful P 


Just look at the beauty aids they buy! Best customers Within a single month 


¥ > ,et) akerc! 2 sre for Very - . . 
for the cosmetic makers! Best customers for almost every 2,050,000 used lipstick 
other manufacturer, too! Women News readers have most 1,410,000 used cleansing cream 


of the families, homes, cars and spending money in this 710,000 used eyebrow pencils 


490,000 used mascara 
1,660,000 used perfume 
1,730,000 used face powder 

790,000 used powder base 
1,390,000 used nail polish 


market... buy most of the apparel, groceries, cosmetics and 
furniture. And you can sell women in New York more 
effectively, and more economically, with The News. 

How did we find out all (well, almost!) about New York 
women? Well, W. R. Simmons & Associates Research 
i ‘rviewed 10,345 “wspaper readers, in Ne “ork City 
eects d 99 +3 - 4 + i de > N ” Y ™ k ( aty ( These figures refer only to the 2,290,000 
and suburbs—and found out how much newspaper readers women readers of the Daily News, who 

. live in New York City and suburbs. 

are worth as markets—more than was ever known before. ee Rese a 
Copyright 1955 by New ) Syndicate Co., Inc.) 
Ask your advertising agency or any New York News 


office to show you... 


“Profile of the Millions” 


THE WN EWS. New York’s Picture Newspaper... with more than 
twice the circulation, daily and Sunday, of any other newspaper in America... 
220 East 42nd St., New York City... Tribune Tower, Chicago... 


155 Montgomery St., San Francisco...1127 Wilshire Blvd., Los Angeles 
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“There's A Higher Peak Ahead" 


(continued from p. 26) 
making them five stars. 


Meats: Rising population, with mil- 
lions of children growing into the 
heavier meat-eating stages, large sup- 
ply of all kinds of meats, good promo- 
tion and generally excellent buying 
power cause rise in near-term rating 
one star, to tour stars. 


Medical and Dental Care: Large in- 
crease in totals of people in the very 
young and old-folks groups (which 
characteristically require most medi- 
cal and dental attention), greater in 
terest stimulated by constant discov 
eries of new wonder-drugs, and abil- 
ity to afford such service due to pros- 
perity indicate a one-star advance in 
near-and long-term ratings, to five 
stars. 


Office Equipment: Impressive prog- 
ress in electronics office equipment, 
outstanding improvements in styling 
and usefulness, excellent business buy- 
ing power and prospects cause rise in 
long-term rating one star, to four 


Stars. 


Radios: Current and forthcoming de- 
velopments in small radios, permitted 
in part by smaller space needed by 
transistors, point to sales increases in 
this field. Near-term rating raised 
one star, to tour stars. 


Railroad Equipment: Undermainte- 
nance in 1955, shortage of freight 
cars induced by development of larger 
freight business than had been antici- 
pated, better financing ability bring 
rise in near- and long-term ratings 


2nd highest per family 
income of major 
Southwestern cities. 
Share Lubbock’s growing 
wealth — advertise 
in the one medium 
that covers the growing 
Lubbock Market thoroughly, 
without waste, dead spots 
or fading fringe . 

(SM, ‘51-55) 


-JOURNAL 


CIRCULATION OVER 57,500 


Represented Nationally by TEXAS DAILY PRESS LEAGUE, Inc. ° 


Representing Daily Newspapers Only 


The New STANDARD METROPOLITAN AREA 
.... of EVANSVILLE, INDIANA 


OVER 200,000 POPULATION 


On October 19, 1955, Henderson County, Kentucky was 
officially included in the Evansville Standard Metropolitan 
Area according to the U.S. Bureau of the Budget, Statis- 
tical Standards Division. This places the area among the 
first 100 Metropolitan Areas in the United States. 


An Excellent Test Market too! 


@ Isolated but readily accessible 

@ Representative in size 

@ Has many diversified industries 

@ Has abundance of natural resources 
@ Has representative, stable economy 
@ Many other Test Market features 


TOTAL 16 county market . .. nearly 2 mil- 
lion population, Courier and Press circulation 


daily: 8 out of 10 families — Sunday:2 out of 3. 


A Ml 
Ue “Meu f 


/ 


Press ‘Couriers Press 


detailed information: 
General 
Advertising 
Department 
Scripps- 
Howard 
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from three stars to tour stars. 


Rubber Products: Ingenious new lines 
in this field and prospects of further 
diversity of attractive products, backed 
by record-high promotional budgets 
bring upping of long-term rating 
from four stars to five. 


Utilities (Gas): Fine headway in this 
industry as supply increases and avail- 
ability rises through extensive pipe- 
line construction. Sales of gas heaters 
and campaigns to increase natural gas 
usage also indicate the rise of near- 
term rating from four stars to five. 


New Industry Added: 


Atomic Energy: The development of 
this industry for peacetime use is 
making substantial headway. In 1946 
the Atomic Energy Commission 
shipped 281 orders of radioisotopes 
for use by labs, institutions and indus- 
try. Shipments now approximate 14,- 
000 a year. Industry’s sales rating is 
five stars for near and long terms. 


Size Ratings Raised: 


Auto Service & Parts: This industry 
is growing rapidly, under pressure of 
the aging motor fleet totaling over 
60,000,000 cars on the road. It also 
has been redefined to embrace the en- 
tire field of auto maintenance and 
repair. New relative size rating: 
“B,” representing annual sales in the 
$7-$10 billion class. 


Materials Handling: High labor costs, 
progress of automation and fine engi- 
neering and technological improve- 
ments in products of this industry 
have elevated this industry into the 
$2-$4 billion class, a ““D” size rating. 


Why Ratings Decreased... 


As indicated by the arrow next to 
the ratings in the Future Sales Ratings 
tabulation, ratings have been reduced 
one star in each of the following in- 
dustries: Auto Sales (new), Building 
(residential), Instalment Financing, 
and Trucks. The reason for these 
decreased ratings is uniformly appli- 
cable to each of these industries: sim- 
ply that the 1955 records of these in- 
dustries have been so favorable that 
an exceptional rise over them is difh- 
cult to attain. The decreased rating 
does not necessarily mean that these 
industries will dip below sales of last 
year; rather it indicates that, while 
last year’s record may be approxi- 
mated by the industry concerned, 
there is unlikely to be a sales gain 
over the outstanding records reached 
in 1955. The End 
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WORTH WRITING FOR... 


Booklets, surveys, market analyses, promotional pieces 


and other sales literature useful to marketing executives. 


The Metropolitan Oakland Area: 
The story of the largest center of 
population in Northern California, 
published by Oakland Tribune. It 
consists of Alameda and Contra Costa 
Counties, with yearly income over 
$2% billion and over $1%4 billion 
yearly in retail sales. Alameda County 
is third in per capita effective buying 
power and fourth in per capita retail 
sales on the Pacific Coast. Data in 
clude Metropolitan Oakland Area 
retail sales in four store groups 
food, drug, furniture-household, gen- 
eral merchandise sales; retail stores 
in the Oakland Trading Area; resi 
dential building permits; gas and 
electric appliance sales; diversified 
industries; new plants and plant ex- 
pansions — 1947-1954; motor fuel 
consumption ; motor vehicles registra- 
tions; new car sales; Metropolitan 
Oakland International Airport ex 
pansion; transportation. Write to 
J. O. Wright, Advertising Directo: 
Oakland Tribune, Tribune Bldg., 
Oakland, Cal. 


Automobiles in Your Future: 
Data compiled by The Detroit News, 
which show how Detroit means high 
business potential for advertisers. The 
three-county (Wayne, Oakland, New- 
comb) Detroit Standard Metropoli- 
tan Area is the fifth largest retail 
market. It has 2.1% of U.S. popula- 
tion and 2.5% of the country’s retail 
sales. In Michigan it has 48% of the 
population and 54% of the retail 
sales. The 3.6 million people in the 


six-county Detroit Retail Trading 


ee 
Ss: 
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Area constitute one of the richest con- 
centrations of people. ‘Though the 
area has but 2.2% of U.S. popula- 
tion, it accounts for of the 
automotive sales and of the 
country’s total retail sales. The resi- 
dents of this area constitute over halt 
the entire population of the State of 
Michigan and they make 55% of all 
retail purchases. Other data cover 
non-automotive industry; buying in 
come of Detroit workers; new cat 
purchases; business gains 


3.6% 
7 tee 
21% 


; retail store 
gains ; home building; family incomes. 
There are also comments from Henry 
Ford II, president, Ford Motor Co.; 
Harlow H. Curtice, president, Gen- 
eral Motors Corp.; George Romney, 
chairman and _ president, 
Motors Corp., and L. L. 
president, Chrysler Corp. 
J. Albert, The 
troit, Mich. 


American 

Colbert, 
Write to 
Detroit Neu \) De 


The 100 Best Posters of 1954: 
Poster annual issued by Outdoor Ad- 
vertising Incorporated, which repre- 
sents a new advance in OAI’s effort 
to bring together a body of practical 
information about the functions and 
techniques of the poster medium for 
the use of advertisers, advertising 
agencies, artists and students. Award- 
winning posters and painted displays 
were selected by a national jury of 
the 23rd National Competition and 
Exhibit of Outdoor Advertising Art, 
sponsored annually by the Art Direc- 
tors Club of Chicago. First, second 
and third grand awards were captured 
respectively by Time, Inc. (Life), 


Kansas Farmer 


Life Savers Corp. and Perkins Prod- 
ucts Co. (Kool-Aid). Included is an 
illustrated section on the functions 
and values of the poster medium for 
advertising. Write to Harold Holt, 
Vice-President, Research and Sales 
Promotion, Outdoor Advertising In- 
corporated, 60 E. 42nd St., New 


York 17, N. Y. 


From Toil to Oil in 40 Years: 
Petroleum and automotive markets 
reported by Missouri Ruralist sub- 
scribers. The study was made in co- 
operation with The Marketing Re- 
search Committee, American Petro- 
leum Institute. It presents an up-to- 
date picture of the farm market for 
automotive and petroleum products. 
A summary of the findings: 6 out of 
7 farm families have at least one auto- 
mobile and 1 out of 7 has two or 
more. Over half of the subscribers 
own trucks and 1 out of 5 owns more 
than one. Field tractors are standard 
equipment, running almost twice as 
high as the national average. Among 
the 7 out of 8 reporting field tractors, 
23% have two units, 7% have three 
and 3% have four or more. Regular 
gasoline is the most popular fuel for 
automobiles, trucks and tractors. Fre- 
quent oil changes and regular lubri 
cation come in for top consideration. 
Gas is the most popular fuel for cook- 
ing. Almost half of the subscribers 
have water heaters in their homes; 
4 out of 7 have electric water heaters ; 
nearly a third have gas water heaters. 
Eighty-seven percent have on-the- 
farm fuel storage facilities, with an 
average capacity of 446 gallons per 
farm. Nearly a third operate farms 
that run 260 acres or more. Eighty- 
six percent own their farms. For the 
full report, write to Victor Hawkins, 
Director of Research, Capper Pub- 
lications, Inc., 912 Kansas Ave., To- 


peka, Kan. 
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If the Newly Rich Masses 
Aren't Buying Your Product: 


.... there are three reasons— 


1. As people earn more, they do not automatically 
change their ways of buying and living. 


By and large they respond first to such glamor and 
utility products as bigger autos, new TV sets, home 
freezers, and far-off vacations. Your competition is 
therefore essentially from other industries. 


They haven't been educated to the values in your 
product or made to understand its importance as an 
element in gracious and comfortable living. 


BY PIERRE MARTINEAU 


Director of Research, Chicago Tribune 


The master plumber recently work- 
ing around my house cautioned me in 
a fatherly way how expensive his time 
was. He confided that his hourly scale 
rate plus his various extras put him 
in the select over-$10,000 yearly in- 
come class. I still marvel at these in- 
the-flesh demonstrations of the sur- 
prising new income levels and the 
changed way of life of the American 
Blue Collar Worker. 

The elevator operators in our build- 
ing offhandedly discuss their Florida 
vacations. My milkman apologizes for 
his earlier-than-usual delivery because 
he wants to get in more golf. The 
laundry driver pauses long enough to 
show me snapshots of his summer 
cottage at the lake. The next-door 
neighbor of one of my assistants in a 
very nice subdivision is an overall- 
wearing engraver. The electrician in- 
stalling a wall. plug in my office 
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proudly recounted how his son had 
just been elected president of his 
college fraternity. 

These illustrations point up one of 
the most exciting facts on our eco- 
nomic scene: the rise of a New Mid- 
dle Income Class mostly recruited 
from the ranks of the worker group— 
blast furnace operators, printers, 
truck drivers, technicians, construc- 
tion workers, etc. And this enormous 
increase in real purchasing ability of 
millions and millions of families for- 
merly living on the bare subsistence 
level is a profoundly significant fact 
for every sales executive. 

Arno Johnson estimates that 25 
million families in 1956 will have in- 
comes over $4,000 after taxes as com- 
nared to 12 million in 1950. The 
middle income family now has dis- 
cretionary spending power over five 
times as great as prewar. 


But it is important to realize that 
as these people move up the spending 
ladder, they do not automatically 
change all their ways of buying and 
living. Some things they have decided 
they want—new cars, homes of thei: 
own in the suburbs, certain appliances 
such as TV sets, refrigerators and 
washers, vacation trips, better educa- 
tion for their children. 

Yet there are lots and lots of areas 
where they have not changed their 
habits at all, even though they do have 
the ability to buy. We have become so 
callous to the unending parade of 
statistics documenting the gains in 
American business levels just since 
1947 that we mostly yawn about 
them. It’s quite a stopper to discover 
a number of fields that have not pro- 
portionately shared this prosperity. 

These industries are not tapping 
the real gains in purchasing ability of 
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this new middle income class. I will 
indicate some specific fields to empha- 
size how the milk-and-honey from 
these new green pastures calls for a 
definite effort at product education 
geared to creating new wants and new 
living habits. 

For instance: In contrast to all the 
skyrocketing graphs since 1947, sales 
of toiletries and perfumes are just 
about even. Perfume sales are actually 
less today, as stated at the last con- 
vention of the Toilet Goods Associa- 
tion. 

Here are a number of comparisons 
from the Chicago Tribune Consumer 
Panel, which is a continuous report- 
ing of family buying in Metropolitan 
Chicago. These figures show family 
purchases during the similar three- 
month period of 1949 and 1955: 


Average Purchase 
for 3 


Face cream 

Face powder 

Toothbrushes brushes 
Nail polish F oz. 
Lipstick lipeticks 
Shampoo 

Deodorant 

Toothpaste 


I included deodorants and _ tooth- 
paste to show the increases that are 
possible. But in contrast to the 70% 
gain in toothpaste purchases, fewer 
people are buying smaller amounts of 
face cream, face powder, a long list 
of other toiletries. The average pur- 
chase of toothbrushes is startlingly 
low—one brush per person every two 
years among families who bought. In 
this two-year study, one-third of the 
families bought not a single tooth- 
brush. 

Similar studies for the same periods 
show the identical situation for a long 
list of food products. There is still 
the same family consumption today in 
Chicago as six years ago for dairy 
products including milk, for such 
meats as ham and bacon. 

I mentioned that certain home ap- 
pliances have done well. But the 1954 
sales were smaller than 1948 volume 
for automatic dishwashers, vacuum 
cleaners, coffee makers, automatic 
irons, home and portable radios, elec- 
tric ranges, roasters, waffle irons, 
toasters and electric clocks. 

Estimates for the jewelry business 
indicate it is barely holding its own. 
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This condition is also typical of the 
liquor industry. In the decade when 
most industries have been doubling 
volume and profits, sales of hard 
liquor have stood still. Consumption 
of both beer and whiskey is declining. 
There has been no upgrading in the 
tastes of these new middle income 
buyers, say for scotch and the higher- 
price bourbons, for cordials and 
brandies. 

A comparison of consumer expendi- 
tures in 1953 for clothing and fur- 
niture with those in 1947 shows al- 
most no change. When dollar volume 
remains almost the same while total 
retail sales are showing remarkable 
increases, obviously these two fields 
have not captured their share of the 
emerging new buying ability. These 
people have not the same desire for 


% Families 


Mo. Buying in 3 Mo. 


1949 1955 


22% 21% 
19% 15% 
brushes 16% 14% 
oz. 13% 10% 
lipsticks 17% 16% 
46% 45% 
30% 38% 
46% 59% 


furniture as they have for new homes. 

Travel by air coach and private 
automobile has zoomed, but expendi- 
tures for railway, sleeping car and 
parlor car transportation were less 
in 1953 than in 1947. The disturbing 
factor from the railroad standpoint is 
the startling percentage of Americans 
who have never ridden any distance 
on trains, not to mention the luxury 
travel on Pullmans and parlor cars. 

The fabulous building of motels on 
every highway is testimony to the pri- 
vate automobile’s kingship as the pre- 
ferred form of vacation transporta- 
tion. While these new spenders have 
decided they can afford pleasure 
travel, they have not learned to want 
railroad service in the same degree as 
other means of transportation. 

We recently completed an extensive 
sample census of the entire Chicago 
area which also included many ques- 
tions about the family’s way of living. 
One of the questions: What in the 
individual’s opinion was the best way 
to save money? 

Here are the comparisons between 
just the top and the factory worker 
classes, rather than categorizing peo- 


Farm Magazine “D 2% 


‘IRST 


WITH 


READERS! 


43% 
MIDWEST FARM PAPER UNIT 


Farm Magazine "A 14% 


READERS’ First Choice 
Farm Magazine "8 11% A survey of 6,049 Midwest 
farms, supervised by Batten, 
4% Barton, Durstine & Osborn, 
Inc., advertising agency. 


Farm Magazine "C 


WITH 


‘ze DEALERS! 


64.7% 
MIDWEST FARM PAPER UNIT ; 


wn wacsire"* 19% pear epe First Choice 


4,186 Inquiries mailed by 
Farm Magazine “8 5.2% hardware wholesalers. 
Other deoler preference 
surveys available on re- 


rine °C gy, 
Farm Magazine “C 6.2 fe quest. 


Farm Magazine “D 15% 


WITH 


ADVERTISERS! 


MIOWEST FARM PAPERS 
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ADVERTISERS’ First Choice Comparative 
Lineage 1948- 1954 (Index 1948 =100) 


$0 ... to build bigger sales in “the 
world's richest farm market,” adver- 
tise in the Unit—one order, one plate, 
at a substantial saving in rates. 


MIDWEST 
Farm Paper 


UNIT 


WALLACES’ FARMER & IOWA HOMESTEAD 
THE FARMER «+ PRAIRIE FARMER 
NEBRASKA FARMER 
WISCONSIN AGRICULTURIST & FARMER 


SALES OFFICES AT: 59 East Mad 
250 Park Avenue, New York 17; 110 Sutter Street, San 
Francisco 4; 672 S. Lafayette Park Place, Los Angeles 5? 


treet, Chicago 3 


AT ANY TRADE SHOW 
OR EXHIBIT 


TEL-A-STORY Stops ‘em — 


Shows ‘em — Sells ‘em 


Add ACTION—Color and ZIP with this fully auto- 
matic projector which will tell your story over and 
over again, hour after hour, day after day 
INEXPENSIVELY! 


Your complete product line can be shown on 
TEL-A-STORY, especially those items which are 
teo large to exhibit. Write or wire Dept. SM. 


TEL-A-STORY, INC. 


523 Main Street, Davenport, lowa 


It's a 
regular } 
reading 

habit 


F. W. Swanson, Ch. Bd. 

Globe Hoist Company 

Des Moines, lowa 

Here's another of the 284,706* 
corporate officers and titled execu- 
tives who read The Rotarian, 90% 
of whom buy moterial, equipment, 
supplies or services for their firms. 


The 

. 
@}olarian 
1600 Ridge Ave., Evanston, Ill. 
*313,889 overage net paid ABC Dec. 1954 


| ple by income. Social class is a com- 
| posite of many things about a person's 
| way of living and his friends. The 
| factory worker can have high family 
income, but he still is not ranked in 
the higher social classes. 


go — Goldblatt — run away with the 
mass audience preferences. 

If you ask the question on an in- 
come basis, here is the preferred 
choice of clothing store for an every- 
day dress by women whose family in- 


Best Way to Save Money 


Savings Account, Bank 
Savings & Loan Association 
Credit Union 

Postal Savings 

Government Bonds 

Stocks and Bonds (not Govt.) 
Real Estate 

Life Insurance 

Annuity 


There are notable differences in the 
way these groups evaluate life insur- 
ance and securities on the one hand, 
and postal savings and credit union on 
the other. Of the two functions of 
life insurance—protection and saving 

-the skilled worker class has not de- 
veloped much appreciation of the 
function of insurance as saving. 

We have done numerous studies 
which indicate that this new middle 
income class has not changed its de- 
partment store loyalties. In this sam- 
ple census we include numerous ques- 
tions as to where people would go to 
buy such things as an everyday dress, 
a good dress, and living room furni- 
ture. Sears, Roebuck and the leading 
promotion department store of Chica- 


Upper Middle Class 
and Higher 


Upper Lower Class 
(Skilled Worker) 


28.1%, 
8.0 
8.0 
7.6 

35.8 
3.6 
5.6 
4.6 
1.1 


come is between $4,000-$5,000. I am 
showing only the leaders and two 
more well-known names: 


Sears is the preferred store in the 
$6,000-$7,000 income class also. Even 
though the family has considerably 
more buying ability, it apparently has 
much the same store identification, 
the same tastes for clothing and fur- 
niture styles. 

We gave people opportunity to in- 
dicate their taste preferences in home 


WHEELS TURN. Lights blink and bells ring when an idea is dropped into 


this Rube Goldberg-type suggestion box. 


This departure from a hand-lettered 


packing box with a slit in the top is the brain child of Leo Leslie, advertising 
manager, Wellco Shoe Corp., Waynesville, N.C. He reports the Thinkubator 
has come up with some excellent, usable ideas. 


SALES MANAGEMENT 


styles and different kinds of furniture. 
We showed pictures of many different 
homes, lamps and living room sofas, 
and asked which would they choose 
if they were going to buy. The study 
indicated sharp differences in class 
tastes. But the skilled worker class 
still has the same preferences as the 
bottom of the market. 

It is incorrect to suppose that, given 
more spendable income, this new seg- 
ment of buyers will select the same 
things as the former quality audi- 
ence. These buyers retain their own 
distinct tastes, and they will keep on 
patronizing stores that understand 
what they prefer. Definitely they do 
not automatically upgrade themselves 
to the quality stores. 

As a matter of fact, the department 
store as an institution has mostly 
failed to capture the potential of this 
new middle income class. The share 
of total retail sales in Metropolitan 
Chicago represented by the seven Chi- 
cago department stores has dropped 
from about 12% in 1939 to 6% in 
1954. Every one of these stores has 
suburban branches, so the population 
drift to the suburbs does not explain 
this cutting in half of their share of 
consumer buying. 


Prefer Other Stores 


Certainly, there are many factors 
involved—discount houses, transpor- 
tation problems, etc. Nevertheless, it 
seems evident that the enormous po- 
tential offered by'this new mass mar- 
ket has mostly drifted to other types 
of stores, for merchandise and forms 
of spending which the department 
store does not represent. 

I have purposely indicated many 
different fields. ‘This explosive up- 
ward surge in mass buying power and 
living standards presents new chal- 
lenges to management along with 
rich new opportunities. It should be 
clear that in many fields we have to 
undertake the task of educating this 
new market to want. our goods and 
services 

We have to change their habits and 
their tastes. We have to create a de- 
sire in them for our type of merchan- 
dise, our institution. Instead of just 
bickering about competitive technical 
advantages, we have to use adver- 
tising which shows them how our 
products fit into their new way of 

to be able to communicate 
with them, using media and symbols 
and goals which are meaningful to 
them. We have to take cognizance of 
their present tastes. We have to create 
new loyalties and identifications. 

The potentials are enormous, if we 
can unlock them. The End 
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Business Trends Chart 
FREE TO EXECUTIVES 
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155 YEARS OF KEY BUSINESS FACTS charted 
in full color on this 45-inch ‘“‘map”’ of American 
business history. Suitable for framing or to keep 


on your desk under glass. Mail coupon below. 


American Credit Indemnt 


COMPANY OF NEW YORK 
First National Bank Building, Baltimore 2, Maryland 


MAIL THIS COUPON TODAY! 


American Credit Indemnity Company of New York, Dept. 59. 
First National Bank Building, Baltimore 2, Maryland 


Please send me a copy of your 1956 Business Trends and Progress Chart 
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January Retail Sales: 


Will the 1955 Retailing Boom Continue? 


BY DR. J. M. GOULD 


In the wake of the most active re- 
tailing month in history, with retailers 
ringing up over $19 billion in sales 
in December, how may the retail 
prospects for the new year be evalu- 
ated? 

Our prognosis for January calls for 
a 5% gain over last January. This 


may appear unduly conservative in 
the light of the fact that retail sales 
throughout. 1955 ran 9% ahead of 
1954. But in 1956 comparisons will 
be made not against 1954, a recession 
year, but against 1955, the biggest 
retailing year in history. In this con- 
text a gain of the order of 5% repre- 


Research Director, Sales Management's Survey of Buying Power 


sents a good performance, 
no shedding of tears. 
While it is still too early to examine 
the December sales experience for ba- 
sic trends, certain facts are already 
clear. It represented by far the biggest 
and most frantic Christmas — 
season in American history. By and 


requiring 


Retail Sales Box Score 


Eating and Drinking Places 
General Merchandise 
Apparel 

Furniture and Appliances 
Lumber, Building, Hardware 
Automotive 

Gasoline Service Stations 
Drug and Proprietary 


*Total Sales 


11-month totals 
1955 1954 
$ Millions 
39,416 37,714 
12,479 12,017 
17,098 16,008 
9,205 8,700 
8,877 8,057 
12,748 11,949 
34,968 28,842 
11,328 10,437 
4,635 4,411 


165,912 152,803 


* Includes data for kinds of business not shown in above nine categories. 


November 
1955 1954 
$ Millions 
3,595 3,452 
1,123 1,067 
1,964 1,822 
1,002 920 
912 836 
1,149 1,089 
2,899 2,479 
1,045 994 
424 398 


15,603 14,533 
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large it was a sellers’ market in which 
quality merchandise disappeared from 
dealers’ shelves far more quickly than 
had ever been anticipated. Indeed, 
among the shopping legends already 
generated is the case of a Nashville 
department store that had installed 
a merry-go-round to keep shoppers’ 
children busy only to have it snapped 
up by a customer. From Texas came 
the traditional stories of heavy de- 
mand for rhinestone-spattered stock- 
ings and even deeds for real estate 
on the moon “for people who had 
everything on earth!” 

A more sober view of December 
sales, however, will note that auto- 
motive sales were disappointing in 
view of the very high production 
schedules maintained. As of December 
1, there were 638,000 unsold new 
cars, about 90% higher than the num- 
ber on hand a year ago. It seems clear 
that output rates in the industry will 
be cut in January to give dealers 
some breathing space. Generally how- 
ever, output and sales volumes in 
January will continue at very high 
levels. Even if auto production fell 
from 8 million in 1955 to 7 million in 
1956, by all previous standards this 
would offer little room for complaint, 
even from auto dealers who in recent 
months have come to feel that they 
had become little more than bargain- 
rate discount dealers. 

\mong States expected to report 
better-than-average performance for 
this January as compared with last 
January are: 


Alabama 
Florida 
Michigan 
Ohio 


Rhode Island 


The leading cities, those with a 
City-National Index well above aver- 
age are: 

Fort Lauderdale, Fla 126.9 
Ventura, Cal eres 
Birmingham, Ala. . ie 
Santa Ana, Cal. (acs, eee 
Detroit, Mich Bez 
New London, Conn. ...... 113. 
Gadsden, Ala. cou’ (ote 
Butte, Mont. 1iz 
Long Beach, Cal. 112.1 
Warren, O. 111.4 
Lorain, O. 110.9 
Sioux Falls, S. 110.4 
Tucson, Ariz. 110.3 
San Jose, Cal. 110.1 
Greensboro, N. C 109.9 
Bartlesville, Okla 109.7 
Jackson, Mic h ceceen 109.1 
Flint, Mich. . 108.8 
Miami, Fla. .... 108.5 
108.5 


JANUARY 


Sales Management’s Research Depart- 
ment with the aid of Market Statistics, 
Inc., maintains running charts on the 
business progress of more than 283 of 
the leading market centers of the country. 


Monthly data which are used in the 
measuring include bank debits, sales tax 
collections, Department of Commerce sur- 
veys of independent store sales, Federal 
Reserve Bank reports on department store 
sales, 

The retail sales estimates presented 
herewith cover the expected dollar figure 
for all retail activity as defined by the 
Bureau of the Census. The figures are 
directly comparable with similar annual 
estimates of retail sales as published in 
SM’s Survey of Buying Power 


Three Index Figures Are Given 
the first being “City Index, 1956 vs. 
1939.” This figure ties back directly to the 
official 1939 Census and is valuable for 
gauging the long-term change in market 
It is expressed as a ratio. A figure of 
400.0, for example, means that total retail 
sales in the city for the month will show 
a gain of 300% over the same 1939 
month. In Canada the year of comparison 
is 1941, the most recent year of official 
sales Census results. 

The second figure, “City Index, 1956 
vs. 1955” is similar to the first except 
that last year is the base year. For short 
term studies it is more realistic than the 
first, and the two together give a well 
rounded picture of how the city has 
grown since the last Census year and how 
business is today as compared with last 
year 

The third column, “City-National In 
dex, 1956 vs. 1955,” relates the city’s 
changes to the total probable national 
change for the same period. A city may 
have this month a sizable gain over the 
same month last year, but the rate of 
gain may be less—or more than that of 
the nation. All figures in this column 
ibove 100 indicate cities where the change 
is more favorable than that for the U.S.A. 
Che City-Nationai Index is derived by 
dividing the index figure of the city by 
that of the nation. 


The Dollar Figure, “$ Millions,” gives 
the total amount of retail sales for the 
projected month. Like ali estimates of 
what is likely to happen in the future, both 
the dollar figure and the resultant index 
figures can, at best, be only good ap- 
proximations, since they are necessarily 
projections of existing trends. Allowance 
is made in the dollar estimates for the 
expected 
movement. 

The index and dollar figures, studied 
together will provide valuable informa- 
tion on both rate of growth and actual 
size of a city market. 

These exclusive estimates are fully pro- 
tected by copyright. They must not be 
reproduced in printed form, in whole or 
in part, without written permission from 
SALES MANAGEMENT, INC. 


seasonal trend, and_ cyclical 


Suggested Uses for These Data include 
(a) special advertising and promotion 
drives in spot cities, (b) a guide for your 
branch and district managers, (c) revis 


ing sales quotas, (d) checking actual per- 
formances against potentials, (e) basis of 
letters for stimulating salesmen and fore- 
stalling their alibis, (f) determining 
where drives should be localized. 


%& Cities marked with a star are Pre- 
ferred-Cities-of-the-Month, with a level 
of sales compared with the same month 
in 1955 which equals or exceeds the na- 
tional change. 


HIGH SPOT CITIES 
RETAIL SALES FORECAST ¢ 


See the Survey of 
Buying Power for 

full population, sales 
and income data 

on these cities. 
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RETAIL SALES FORECAST 
(S.M. Forecast for January, 1956) 
City 
City City Nat'l. 
Index Index Index $ 
1956 1956 1956 (Million) 
vs. vs. Vs January 
1939 1955 1955 1956 


United States 
486 


2 100.0 13943.00 


Alabama 
% Birmingham 


*% Gadsden 
* Mobile 
% Montgomery 


Arizona 
Phoenix 


% Tucson 


Arkansas 
Fort Smith . 


Little Rock . 


California 
Bakersfield 


Berkeley 
Fresno 

% Long Beach 
Los Angeles 
Oakland 
Pasadena 

& Riverside 

% Sacramento 

% San Bernardino 

*% San Diego 

% San Francisco 

*% San Jose 

% Santa Ana 

* Santa Barbara 
Stockton 

*% Ventura 


Colorado 
*% Colorado Springs 111.8 


Denver 104.2 
Pueblo leatiei 103.0 


IN 1956 YOU WILL GET 


EVEN MORE 
in MIDDLETOWN 


Families with plenty of money in the 
bank spend freely and often. 


Above-average income is the reason. 
$6,429 per family in the city, $1,011 
above the U. S. average! 

In Middletown sales are 69% above 
the U. S. family average—against 
39% for the average Connecticut city. 
Despite this heavy spending, year-end 
reports show savings deposits in Mid- 
dletown increased 20% in 1955... 
far above the state and national 
trends. 

All of which means you'll get even 
more in Middletown in 1956—through 
the Press. No combination of outside 
papers comes anywhere near equaling 
the coverage of the Press. 


THE MIDDLETOWN PRESS 


.» MIDDLETOWN 


ARE YOU GETTING 
YOUR SHARE OF 


STAMFORD'S 
$8,005 
FAMILY INCOME 


$5,009 of that income goes 
into retail sales. That is 
40% greater than the na- 
tional ; average. You can get 
your share if you go after 
it with advertising in the 
Advocate. The Advocate 
reaches 99% of the citv 
homes. : 


Stamford Advocate 
STAMFORD, CONN. 


Represented by 
The Julius Mathews Special Agency 
————_—_—_————SSSS————=—=—== 
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HIGH SPOT = 


See the Survey of 
Buying Power for 

full population, sales 
and income data 

on these cities. 
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RETAIL SALES FORECAST 
(S.M. Forecast for January, 1956) 


City 
City City Nat'l. 

Index Index Index $ 
1956 1956 (Million) 
vs. . vs. January 
1939 ji 1955 1956 


Connecticut 

%& Bridgeport 
Hartford 
Meriden- 

Wallingford 

Middletown 

*% New Haven 

*% New London . 
Stamford 
Waterbury 


Delaware 
*& Wilmington 


District of Columbia 
% Washington . 422.6 109.3 


Florida 
% Fort Lauderdale. 931.3 
Jacksonville . 615.1 
* Miami : 781.1 
% Orlando .... 656.8 
% Pensacola .. 585.5 
% St. Petersburg . 743.6 
* Tampa oes « Ober 


Georgia 

* Albany 

* Atlanta 
Augusta 

% Columbus 
Macon 
Savannah 


Hawaii 


Honolulu 


Idaho 


Boise 


YOU'RE 


judd 
BLOCKED ZG 


IN MERIDEN- 
WALLINGFORD 


Conn. 
Without The 


RECORD & JOURNAL 


Hartford and New Haven news- 
papers do not cover this market. 
Your one-and-only opportunity to 
get your sales message over to 
this 90,000 market is through its 


only local dailies— 


The Meriden 
RECORD & JOURNAL 


MERIDEN, CONNECTICUT 


National Representatives: 
Gilman, Nicoll & Ruthmon 


Even the 
Peruvian 
Navy 


—Contributes to DAY- 
covered New London pros- 
perity, with two new 
contracts for submarines 
recently awarded the Elec- 
tric Boat Division, General 
Dynamics Corp. 

With this type of boom- 

industry, plus large 

nstal ations, no 
that New London 
> highest retail sales 
f ANY Con- 

J of 25,000-or- 
opulation (S.M, ‘55 
Are you getting 


= 


Che Day | 


NEW LONDON, CONNECTICUT 
National Representatives 


GILMAN, NICOLL & RUTHMAN 
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4 i G te Gg POT Cc iTl E RETAIL SALES FORECAST 
RETAIL SALES FORECAST ° | : ' (S.M. Forecast for January, 1956) 


— : ‘ City 
See the Survey of > City City Nat'l. 
Buying Power for 
od a h 1956 1956 1956 (Million) 


on these cities. Pe Vs. WS. = WS. January 
FOR JANUARY, 1956 1939 1955 1955 1956 


Index Index Index $ 


s 
RETAIL SALES FORECAST aes metropolitan 


(S.M. Forecast for January, 1956) 


- fates DECATUR, ILLINOIS 


City City Nat'l. 
Index Index Index $ 


Evansville 


tut Mek: .. Population: 108,000 
1956 1956 (Million) WONG 5.505005. Retail Sales: $140,338,000 


be Ws. January Indianapolis 


1955 1955 1956 Lafayette e 62.1% Coverage 


Muncie ....... 6 Decatur Official Rand McNally 
South Bend 10-County Trading Area 
Pop. 284,600—Retail Sales $308,747,000 
Illinois Terre Haute . 


Bloomington ... 400.8 98.4 93.7 4 49.4%, Coverage 


%& Champaign- 
cei 470.0 110.4 Total Herald and Review 
‘ 15-County Market 

Chicago 393.7 101.3 6 Pop. 408,300 

¥%& Danville 428.9 105.6 Retail Sales: $434,980,000 

& Decatur 414.9 110.6 lowa Source: SM (1955), ABC (9-30-54) 
East St. Louis.. 439.1 96.4 Cedar Rapids . Write for ''The Decatur Story" 
Moline-Rock Island- Davenport . ‘ See the spectacular expansion of 


i The Boom City of Iilincis 
E. Moline 439.1 104.0 Des Moines y ; 


* Peoria 363.3 106.5 Dubuque 


% Rockford 494.5 107.6 ating ; r Decatur Herald and Review 


Springfield 455.9 104.1 
A Lindsay-Schaub Newspaper 


Member Illinois Color Comic Group 
Jann & Kelley, inc. Nat'l Reps. 


THESE NAMES MEAN 


1 Only One Road 


BIG SALES || =~ 


eis | Goes to Town in 


Wichita 


Check off the communities in the . ’ 
Metropolitan Norwalk market. Maine's 3rd 
Norwalk . . . Westport . . . New 
Canaan ... Darien . . . Wilton 


... Weston ... Ridgefield. Every Richest County 


one of them a synonym for high York County’s $133,245,000 income 
incomes, high living standards, Kentucky third ieokal mt aa se 31 eae 


big spending. And these are only Lexington i 
na ol he towne % Louisville .. huge slice of Maine’s potential—too 
Paducah big to by-pass. 

The 30,600 families in Metro- 


eae of $4058. cpend' gl sie county is by selling the families do- 


for retail goods and services. ing the heaviest buying. Biddeford- 


Only way to go to town in York 


Saco families represent 35% of 
You can’t miss in this market — the county’s population, but ac- 
when you use the Hour .. . only Louisiana count for 41%, of its retail sales— 
daily newspaper that enables you Baton Rouge 102.6 97.7 a total of $32,061,000. 
to tap the market in proportion to Lake Charles 104.2 99.2 
its rich potential. % Monroe-West And they’re one-newspaper farni- 
Monroe 112.3 107.0 lies. The 95% coverage of the 
New Orleans 101.2 96.4 Biddeford Journal indicates how 


The Norwalk Hour # Shreveport 1111 1058 little notice outside newspapers get 


in these homes. 
NORWALK, CONN. 
96% Coverage of A.B.C. THE BIDDEFORD 


City Zone (60,425) JOURNAL 
57% of the Trading Area 


Represented by Maine BIDDEFORD, ME. 
The Julius Mathews Special Agency, Inc. Bangor ... 367.5 Represented by 
Lewiston-Auburn, 382.7 The Julius Mathews Special Agency, !nc. 
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WHEN YOU: BUY THE 


PORTLAND, MAINE 
NEWSPAPERS 


You Sell MOST OF MAINE 


That's something to remember when 
making up advertising lists in 1956. A 
schedule in the Portland Newspapers 
covers almost two-thirds of Maine— 
61°% of the population, 65°, of its in- 
come, 64°, of its retail sales. 


THE PORTLAND, MAINE, 
NEWSPAPERS REACH . . . 


More People, More Buying Power, 


and More Sales than 5 different 


States <4 A NINE-COUNTY 
SALES AREA 
560,100 Population . . . $796,428,000 Income . . . 
$580,197,000 Retail Sales 


PORTLAND FAMOUS FOR RESULTS 


Portland's sales results have made it one of the nation's favorite test 
markets—currently the most used in the 75-100,000 population group, 
sixth most used regardless of size. You're sure of results when you're 
in the Portland Newspapers because you reach most of Maine. 


The Portland, Maine, Newspapers offer you this outlook in 1956—a 


booming sales year . . . a state-size market in a single advertising buy 


. sure-fire results. 


PORTLAND, MAINE 
NEWSPAPERS 


PRESS HERALD EVENING EXPRESS 
SUNDAY TELEGRAM 
78,668 Daily 93,222 Sunday 


Represented by The Julius Mathews Special Agency, Inc. 


HIGH SPOT CITIES 
“RETAIL SALES FORECAST ¢ > / te 


~~ the Survey of 
Buying Power for 

ful population, sales 

and income data 

on these cities. 
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RETAIL SALES FORECAST 
(S.M. Forecast for January, 1956) 
City 
City City Nat'l. 
Index Index Index $ 
1956 1956 (Million ) 
vs. vs. b January 
1939 1955 1956 


Maine (cont.) 
Portland 


% Baltimore ... 
Cumberland ... 302.2 
% Hagerstown .... 400.9 


Massachusetts 
Boston 301.1 


Brockton ...... 319.6 
Fall River .... 346.6 
Holyoke ...... 405.6 
% Lawrence ee: 
*% Lowell nie o0 ee 
Lynn . 421.8 
* New Bedford 344.1 
% Pittsfield ‘ 360.6 


SHORT SHORT STORY 
ON THIS STATE'S 


NO. 1 
Advertising Buy 


Pittsfield . . . 
capita retail sales of all metropolitan 
areas in Massachusetts . . . offers ad- 
vertisers $214,710,000 income as a big 
target for your extra sales. 


with the highest per 


In addition to the best consumer spend- 
ing record, it also has the newspaper 
with the greatest selling impact in the 
state—The Berkshire Evening Eagle. 
THIS NEWSPAPER CARRIES MORE 
LOCAL LINAGE THAN ANY SIN- 
GLE NEWSPAPER IN MASSACHU- 
SETTS . .. and delivers its big impact 
in 100% of the city zone homes, 70% 
of the metropolitan area’s. 


~ BERKSHIRE EVENING EAGLE 
PITTSFIELD, MASS 


Represented by 
The Julius Mathews Special Agency, Inc. 
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HIGH SPOT CITIES ciel boa to lanl 2 | 
RETAIL SALES FORECAST $ Aug city Leads N. Y. State 


See the Survey of | = City City Nat'l. a ‘ 
Buying Power for OF Index Index Index §$ Cities in 


full population, sales 1956 (Million) 


and income data {> a ; q vs. January FOOD SALES 


on these cities. 
1955 1956 


- oT caer tienaet Food sales in Little Falls are a 
(0.01, Getecent tor dle, WEE Minnesota big 18% above the average for 

City Duluth all New York State cities. And 

City City Nat'l. Wtaneapelts they’re not doing badly them- 


St. Paul ; 
Index Index Index $ selves—with food sales a_ sky- 


1956 1956 1956 (Million) high 44% 
vs. vs. WS. danuary Mississippi 


1939 1955 1955 1956 te Jackson 

Meridian ! ea! @ " 

Massachusetts (cont.) This is just another example of 
Salem ... . 430.4 1049 99.9 5.85 traffic in Little Falls stores .. . 


' Missouri ; ye 
Springfield 351.7 1006 95.8 20.29 aa of the buying activity throughout 
Worcester .. 340.8 1035 986 | 21.78 


Kansas City ... the Little Falls market area... 
Michigan St. Joseph .... of the big sales package de- 
Battle Creek 485.6 103.8 98.9 8.16 St. Louis ’ livered by the Times at very low 
Bay City . 448.5 102.5 97.6 6.68 eoubeeds..... ’ cost—9,000 families with $40 
rennin - ee) ee Million income, $29 Million re- 


*% Flint’ ... 545.6 1142 108.8 26.95 M i” 
: : ontana tail sales. 
Grand Rapids .. 501.2 104.1 99.1 27.87 Billings 


Jackson 533.2 1146 109.1 1029 yputte ....... 
# Kalamazoo 473.6 110.8 105.5 11.74 joi bbs ’ lI | ILE FALLS TIMES 
% Lansing 460.3 110.1 104.9 14.78 

Muskegon 484.2 108.5 103.3 7.84 
* Muskeg . ; Nebraska LITTLE FALLS, N.Y. 
% Pontiac 558.1 111.3 106.0 11.94 
% Port Huron . 426.3 109.2 104.0 5.33 
% Royal Oak- 

Ferndal 7 7 108.3 103.1 11.59 
ees ee Nevada 

* Saginaw . 107.5 102.4 12.55 Rene ........ 428.4 


above the national 
average! 


Lincoln 
Omaha .. Represented by 
The Julius Mathews Special Agency, Inc. 


New Hampshire 


Loyal Readers | Manchester... 355.6 
Y % Nashua ... 344.3 | est 
make 


New Jersey 


Loyal Customers Benes 7” .. 402.6 With 


ge especially if they're ® Elizabeth . 
GOOD SPENDERS || *"°” 


Hoboken .. Cc | 
Taunton . . . with the highest 


Passaic-Clifton 


family income of Bristol County’s 
three top markets . . . shows $3,849 
family sales—$278 above the U.S. Trenton 


*% Paterson IN 

family average .. . $1,142 family 

food sales—$275 above average . . . | New Mexico 1 ‘ } 

and $145 family drug sales—$4l Albuquerque ... 913.6 O e, ° ° 
a 


above. Sales Management “‘High Spot” City 


1,000 Line minimum 
Full page maximum 
Black and one color, extra 25°, 


New York 

This kind of spending adds up to Albany ....... 97.5 
$43,491 ,000—but you can’t sell these Binghamton ... 4 104.6 
families with the fringe circulation Buffalo . 2 104.3 
of outside newspapers. Their im- Elmira 08.0 A check of ABC figures 
pact is nil because nearly all > anette will prove 
Taunton families are loyal to the YOU CAN'T COVER THE 


Gazette—read thoroughly in 90%, ee erg ROME AREA WITHOUT THE 
of the city’s homes. & Jamestown .... 1 109.4 


ne York : 98.8 ROME 

% Niagara Falls .. & 106.3 

eee | - = 2 = | | 
TAUNTON, MASS. 9 106.9 Now over 17,000 circulation 


Established 1884 Schenectady ... . 99.6 Call, wire or write W. S, DeHimer, Adv. 

Represented by Syracuse 9 102.6 Dir. for complete merchandising and mar- 
The Julius Mathews Special Agency, Inc. 6 106.9 ket services to supplement your cam- 
100.2 oe 
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Percentagewise 
SALISBURY 


is one of America's 
outstanding markets 


Test after test by major com- 
panies prove Salisbury to be one 
of the most responsive markets, 
percentagewise, in the U.S. Be- 
cause of POST influence, built 
up over 50 years, and a high- 
earning, free-spending popula- 
tion, you can expect a remark- 
ably satisfactory ratio of sales 
to advertising expenditure in 
this wonder market of North 
Carolina. 

17,000 circulation. Only paper 
in the market. 

Food 
ready. 


preference survey now 


Write for your copy. 


™ Sarispury SUNDAY Post 


— = nt 


=== 


rae North Carolina 


SELL THE 
MIRROR 
READERS 


... and you’ve 

sold the ENTIRE 
ALTOONA, PA, MARKET 
with a yearly retail 

sales volume exceeding 


$132,000,000. 


Altoona Mirror is 


read daily in 98% of all Altoona homes, 
and 95.4% of the homes in the 


(ABC) City Zone. 


[toona 
Mirror. 


ALTOONA'S ONLY 
EVENING NEWSPAPER 


Richard E. Beeler 


Advertising Manager 


Advertising in the 


Altoona 


HIGH SPOT CITIES 


See the Survey of 
Buying Power for 
full population, sales 
and income data 

on these cities. 


FOR JANUARY, 1956 @ 
RETAIL SALES FORECAST 
(S.M. Forecast for January. 1956) 
City 
City City Nat'l. 
Index Index Index $ 
1956 1956 1956 
Vs. vs. vs. January 
1939 1955 1955 1956 


North Ceroline 
1.1 


Asheville 
* Charlotte 571.9 
Durham 397.2 
*& Greensboro 875.1 
*% High Poini 494.6 
* Raleigh 546.2 
Salisbury 417.2 
Wilmington .... 463.9 
% Winston-Salem 464.4 


North Dakota 


NR saaues 395.7 

Ohio 

*% Akron 

% Canton 

& Cincinnati 

*& Cleveland 
Columbus 

%& Dayton 

% Elyria 
Hamilton 
Lima 

* Lorain 

% Mansfield 

*% Middletown 
Portsmouth 
Springfield 

*& Steubenville 

* Toledo 

% Warren 

%& Youngstown 


& Zanesville 


Oklahoma 


% Bartlesville 
Muskogee 
Oklahoma City 

* Tulsa 


Oregon 
we Eugene ... 621.7 


%& Portland 454.2 
Salem ... . 509.7 


Pennsylvania 
%* Allentown .... 434.7 107.4 


% Altoona . ’ 107.0 
%& Bethiehem 2 110.8 
Chester . 5 104.6 
* Erie vibes .7 105.3 
Harrisburg oe 9 101.4 
Hazleton ..... 6 102.5 
* Johnstown .... 7 113.3 
%& Lancaster .... 5 106.2 
Norristown 4 8 102.8 


(Million) 


Smart manufacturers are opening the 
door to bigger sales by covering stra- 
tegically important Bethlehem from 
within. How? By investing in more 
space in the vital Globe Times than 
ever before—because it’s the only 
paper that covers Bethlehem (outside 
papers don’t even reach % of the 
market). Is the Globe Times on your 
schedule? 


The Bethlehem 
Globe- Times 


Rolland L. Adams, Publisher 
Represented nationally by DeLisser, Inc. 


FOOD FACT ES} 
ABOUT 
NORRISTOWN, PA. 


Norristown Is A 


BIG FOOD 
MARKET 


$45,155,000.00 Food 
Sales in City and Retail 
Trading Zone during 
1954! 


And only the 
Norristown Times Her- 
ald completely covers 
this rich food market! 
Write today for Market 
Data File. 


ee Nationally 
y e 
Julius Mathews Special Agency 


SALES MANAGEMENT 


RETAIL SALES FORECAST 
(S.M. Forecast for January. 1956) 
City 
City City Nat'l. 
Index Index Index $ 
1956 1956 1956 (Million) 
VS Vs. Vs January 
1939 1955 1955 1956 


Pennsylvania (cont.) 


Oil City 358.0 97.5 
Philadelphia 397.3 100.7 
% Pittsburgh 404.7 109.4 
% Reading 416.3 110.3 
Scranton 280.8 99.4 
Wilkes-Barre 344.3 100.8 
Williamsport 367.6 103.6 
York 417.9 99.4 


Rhode Island 


Newport 377.8 
%& Providence 323.1 
% Woonsocket 320.0 


South Carolina 
% Charleston 434.7 


*% Columbia 575.4 
& Greenville 535.1 
Spartanburg 460.8 


South Dakota 


Aberdeen 0.8 97 92.9 
%*% Sioux Falls 417.2 110.4 


There’s This About 


WOONSOCKET - 


FOOD SALES 
ARE GREAT! 


The average Woon- 
socket family spends $1,118 
on food per year... 14% 
more than the average RI. 
family. Only The Call 
reaches 98% of these 
homes. Only the Call 
delivers Woonsocket plus 
the surrounding populous 
industrial areas. Pre-sell 
your food product now, 
through Woonsocket's one- 
and-only daily, the— 


WOONSOCKET CALL 


Representatives: Gilman, Nicoll & Ruthman 
Affiliated: WWON, WWON-FM 


COVERS RHODE ISLAND'S 
PLUS MARKET 
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Tennessee 
Chattanooga 


Knoxville 
Memphis 
% Nashville 


Texas 
* Abilene 


% Amarillo 

*% Austin 
Beaumont 
Corpus Christi 

* Dallas 

*% El Paso 
Fort Worth 
Galveston 
Houston 

% Laredo 

*% Lubbock 

% Port Arthur 
San Angelo 
San Antonio 
Texarkana 

* Tyler 
Waco 
Wichita Falls 


Utah 


Ogden 
% Salt Lake City 


Vermont 


Burlington 
Rutland 


Virginia 
Danville 

%* Lynchburg 

% Newport News . 
Norfolk 
Portsmouth 
Richmond 

% Roanoke 


Washington 


Bellingham 
% Everett 
Seattle 
* Spokane 
*% Tacoma 
% Yakima 


749.7 
703.8 
569.5 
508.2 
654.5 
678.2 
620.3 
684.3 
443.2 
615.0 
571.2 
898.2 
488.5 
531.2 
618.9 
448.6 
555.5 
638.8 
528.5 


448.2 
523.8 
448.9 
440.2 
473.5 
511.2 


West Virginia 


Charleston 
Huntington 
Wheeling 


Wisconsin 
% Appleton 


% Green Bay 

% Kenosha 
La Crosse 
Madison 

*% Milwaukee . 
Oshkosh 

% Racine 
Sheboygan 
Superior 


Wyoming 


Casper 


Cheyenne 


401.6 
383.8 
322.7 


91.7 
104.3 
97.4 
100.6 
104.5 
109.6 


RETAIL SALES FORECAST 
(S.M. Forecast for January, 1956) 
City 
City City Nat'l. 
Index Index Index $ 
1956 1956 (Million) 
vs. vs January 
1955 1955 1956 


Alberta 
% Calgary 
% Edmonton 


British Columbia 


%& Vancouver 
* Victoria 363.6 


Manitoba 


Winnipeg 


New Brunswick 
Saint John .... 207.2 


Nova Scotia 
Halifax 284. 


Ontario 
* Hamilton 


London 

Ottawa 

Toronto 
*% Windsor 


Quebec 


* Montreal 
Quebec 


Saskatchewan 
Regina 358.4 


NEWPORT 


RHODE ISLAND'S 
RICHEST MARKET 


Newport County . . . with the highest family 
income in the state... and a total income of 
$109,681,000...shows one of the best sales 
performances in New England — makes its 
leading trade center, Newport city, a PRE- 
FERRED high-Spot City month after month. 
To sell this rich market you need... 


The Newport Daily News 


Newport County's Only Daily 
Largest Circulation 
in Southern Rhode Island 


The Julius Mathews Special Agency, Inc. 


In SALES GAINS AND LOSSES 
FARGO | | Current operating statements show these changes in net sales volume (mil- 


i lions of dollars) for representative corporations over the similar year-ago: 
NORTH DAKOTA r ries 


Company Period 1955 Company Period 1955 1954 


Key: f indicates fiscal year. 
$268,076,000 


(Annual Trade-Zone 
Retail Sales) 


Represent A 


MAJOR 
MARKET 
51,887 ABC 
Family Coverage 
Yes, 1, 2 and 3 Colors 


Write for current market 
and merchandising 
information 


THE FARGO FORUM 


Morning « Evening « Sunday 
Represented Nationally 


Northwest Daily_ Pre 


FARGO, NORTH DAKOTA 


RENT YOUR CAR 
OR LEASE A FLEET . 


TIONAL 


in all principal cities here and E 
abroad consult your ‘phone d NON. 
rectory under ‘ NATIONAL"’. Write s 
for courtesy card and directory t 


“a 
WATIONAL CAR RENTAL SYSTEM, INC. Syst7 | 
1209 WASHINGTON AVE.. CE. 1-9209, ST. LOUIS 3, MO. 


TAKE YOUR Aecorder 
IN YOUR CAR... 


For business or pleasure. Dictate 
reports and correspondence Re- 
cord conversation, interviews, right 
from your car. CARTER DC to 
AC CONVERTER supplies 110 v 
AC direct from your auto battery. 
Dependable ROTARY type. choice 
of professionals, police, and com- 
mercial users Soild by Radic 
Parts distributors everywhere. Mail 
Coupon for circular. Carter Motor 
Co.. Chicago 47 


Carter Motor Co 
2652 N. Maplewood Ave 
Chicago 47, Iilinois 


Please send circular on Carter Converters. 
Name 


Address 


Aeronca Mfg. Corp. 6 mo. 
Aeroquip Corp. 

Aldens, Inc. 

Allied Stores Corp. 

Amalgamated Sugar Co. 

Amer. Electronics, Inc. 
American Motors Corp. 

American Screw Co. 

Armstrong Rubber Co. 


Bachmann-Uxbridge 
Worsted Corp. 

Beckman Instruments 

Brockway Glass Co. 

Brown-Forman Distillers 

Buffalo-Eclipse Corp. 

Bunker Hill & Sullivan 
Mining 

Burgess Vibrocrafters, 
Inc. 

Bush Manufacturing Co. 


Canada Dry Ginger Ale 

Carson Pirie Scott & Co. 

Central Violeta Sugar 

Chadbourn Gotham, Inc. 

Chain Belt Co. 

Charmin Paper Mills, Inc. 

City Stores Co. 

Crown Zellerbach Corp. 6 mo. 


Douglas & Lomason Co. 9 mo. 
DuMont (Allen B.) 
Laboratories 40 wks. 


Emerson Electric Mfg. Co. 1 yr. f 
Erie Forge & Steel Corp. 6 mo. 
Exchange Buffet Corp. 6 mo. 


Federal Machine & Welder 1 yr. f 
Fitzsimmons Stores, Ltd. 26 wks. 
Food Fair Stores, Inc. 28 wks. 


General Shoe Corp. 
Genuine Parts Co. F 
Gibson Refrigerator Co. lyr. f 


Hallicrafters Co. 3 mo. 
Harvard Brewing Co. lyr. f 
Hayes Industries, Inc. 3 mo. 
Hibbard, Spencer, 

Bartlett 6 mo. 
Higbie Mfg.Co. l yr. f 


we 

ud) ew voy 
BND OWAKN 
&N HUN OO Ww 


Hires (Charles E.) Co. lyr. 
Holmes (D.H.) Co., Ltd. lyr. 
Hudson Pulp & Paper 1 yr. 


Jacobsen Mfg. Co. 


Kayser (Julius) & Co. 
Kroehler Mfg. Co. 
Kropp Forge Co. 


Lane Bryant, Inc. 
Leighton Industries, Inc. 


Macmillan Co. 

Macy (R.H.) & Co., Inc. 
Marathon Corp. 
Marshall Field & Co. 
Martin-Parry Corp. 
May Department Stores 
Meyercord Co. 
Micromatic Hone Corp. 
Millers Falls Cc. 
Minute Maid Corp. 
Morrell (John) & Co. 


National Chemical & Mfg. lyr. f 
Nat. Rubber Mchy. Co. 9 mo. 
No, Amer. Rayon Corp. 6 mo. 
Northrop Aircraft, Inc. 3 mo. 


Old Welch Co., Inc 
Peerless Cement Co. 


Red Top Brewing Co. 
Rhinelander Paper Co. 
Rohr Aircraft Corp. 
Royal Dutch Petroleum 


Co. & Shell Transport | 9 mo. 


& Trading 


Staley (A.E.)Mfg. Co. 9 mo. 
Standard-Coosa-Thatcher lyr. f 
Stuart Co. 6 mo. 


Taylor-Colquitt Co. 


West Indies Sugar Corp. 
Woodward Governor Co. 


York Corp 


SS 
lo 
pana 


“Did you advertise for an aggressive man?” 


10.1 9.6 
22.0 20.7 
44.3 43.4 


9.9 9.0 
382.9 346.2 
135.1 117.8 

133.2(10mo.)141.3 


4,265.2 3,800.4 
111.6 104.8 
24.6 20.5 
3.5 2.6 


SALES MANAGEMENT 


Advertising Checking Bureau, Inc. 
Agency: Harris & Bond, Inc. 


Aero Mayfiower Transit Company . 
Agency: Caldwell, Larkin & Sidener- 
Van Riper, Inc 
Air Express 
Agency: Robert W. Orr & Associates, 


Akron Beacon Journal 


Agency:McDaniel- Fisher & Spelman ere: 


ompany 


Altoona Mirror 


American Credit Indemnity Company .... 


Agency: Vansant, Dugdale & Company 


American 5. 
Long Lines 
Agency: N. W. Ayer & Son, Inc. 


Associated Business Publications 
Agency: Media Promotion Organization, 
nc 


Baking Industry 
Agency: Torkel Gundel Advertising 


Batten, Barton Durstine & Osborn, Inc. .. 


Charles Beseler areca 
Agency: Dale & Finkels, Inc. 
Bethlehem Globe-Times . 
Agency: Harvey B Nelson Advert sing 
Agency 


Biddeford Journai 


Capital Airlines 
Agency: Lewis Edwin Ryan Advertising 
Carter Motor Company 
Agency: Robert Peterson Advertising 
Agency 
Celluplastic Corporation 
Agency: Heffernan & McMahon Inc. 
Chicago Show-Printin 


Agency: George H. Hartman Company 


Chicago Tribune 
Agency: Foote, Cone & Belding 


Sidney Clayton & Associates 


Decatur Herald 
Agency: The Biddle Company 


Dun & Bradstreet, Inc. 
Agency: J. Walter Thompson Company 


Elbe File & Binder Company, Inc. 
Agency: Kenneth L. Nathanson Associates 


Elks Magazine 
Agency: The McCarty Company 


Evansville Courier & Press 
Agency Hathaway & Associates 


The Fargo Forum 
Agency: Harold E. Flint & Associates 


Fort Worth Star-Telegram 
Agency: Rowland Broiles Company 
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47 


2nd Cover 


4th Cover 


ADVERTISERS’ INDEX 


Golfiing & Golfdom Magazines 
Agency: Critchfield & Company 


Graphic Systems 
Agency: Diener & Dorskind, Inc 


Greensboro News-Record 
Agency Henry J. Kaufman & Associates 


Hansen Storage Company 
Agency: Duffy & Associates, Inc. 


Hollywood Advertising Company ... 
Agency: Albert Weisberg Advertising 


The Schuyler Hopper Company 


Industrial Equipment News 
Agency: Tracy, Kent & Company 


Konsos Former 
Agency: R. J. Potts, Calkins & Holden, Inc. 


Little Falls Times 


Lubbock Avalanche-Journal .. 
Agency: Randall Perry Advertising 


Marsteller, Richard, Gebhardt & Reed, Inc. 39 


McCall's Magazine ° 
Agency: Donahue & Coe, Inc. 


Meriden Record-Journal pe ay ee 
Agency: Gordon Schonfarber ‘’ 
Associates, Inc. 


Middletown Press 


Midwest Form Paper Unit . . 
Agency: Olmsted & Foley 


Minneapolis Star & Tribune 
Agency: Batten, Barton, Durstine & 
Osborn, Inc. 


Agency: Grey Advertising Agency 


National Business Publications 
Agency: G. M. Basford Company 


National Car Rental Systems, Inc. ...... 
Agency: Gene Rison & Associates 


New London Day 
Agency: Serden Schonfarber & 
Associates, Inc. 


Newport News 


New York News 
Agency: L. E. McGivena & Company, Inc. 


Norristown Times-Herald 
Agency: Hening & Company 


Norwalk Hour 


Pittsfield Berkshire Evening Eagle ....... 
Portland Press Herald-Express 


Practical Builder ...... 
Agency: Hal Stebbins, inc 


Reynolds Metals 
Agency: Buchanan & Company, Inc. 


Rome Sentinel 


Rotarian Magazine 
Agee Marsteller, Rickard, Gebhardt & 
eed, Inc 


Sales Tools, Inc. 
Agency: Geo. F. Koehnke 
Salisbury Post ek 
Agency: J. Carson Brantley Advertising 
Agency 
Sebastian Studios 
— Donald W. Gardner Advertising 


South Bend Tribune 
Agency: Lamport, Fox, Prell & Dolk, Inc. 


Stamford Advocate 


Successful Farmin 
Agency: L. E. McGivena & Company, Inc. 


Syracuse Newspapers 
Agency: W. T. Lane Company 


Taunton Gazette 


Volt Starg, te 
arren 


Agency & Litzenberger 


J. Walter Thompson Company 


Trans Canada Air Lines 
Agency: Cockfield, Brown & Company Ltd 


United Van Lines, Inc. ; 
Agency: Kelly, Zahrndt & Kelly, inc 


WFAA-TV os 
Agency: James H. Susong Advertising 


WHBF (Moline-Rock Island) 
Agency: Clem T. Hanson Company 


Wassel Organization ey. 
Agency: James R. Flanagan Advertising 
Agency 
Woonsocket Call 
Agency: Gordon Schonfarber a 
Associates, Inc 


SALES MANAGER 


Major milling company of the Southwest, 
marketing flour, mixes and related products, 
offers su stantial opportunity to aggressive, 
well trained sales manager. 
direct training of salesmen, 
marketing campaigns, and coordinate sale 
end advertising expenditures. Prefer experi 
ence in milling industry, but successful ex 


acceptable. State — requirements. Al 
replies held confidentia 
knows of this advertisement, Write Box 3175. 


Must be able to 
plan complete 


perience in marketing food lines will be 


Our organization 
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THE SCRATCH PAD 


By T. Harry Thompson 


Eschewing the national pastime of 
crystal-gazing on January 1, I think 
I'll leave The Forward Look to 
Chrysler. 

. 

In weak characters, tippling is 

often a forerunner of toppling. 
7 

And then there was the nuclear 
physicist who didn’t know the H- 
bomb from atom. 

. 

Every time they bring out a new 
Lincoln, it’s a sort of Lincoln’s Birth- 
day. 

> 

“*You be quiet!,’ Anne hissed at 
her.” — from a current best-seller. 
Try that on your hisser, as F.P.A. 
used to say! 

. 

An old-timer is one who can re- 

member “hoarhound drops.”’ 
- 

Seeing a piece about Martin-Senour 
in SALES MANAGEMENT recalled a 
caption I put on a mailer addressed 
to the trade away back there: ‘Don’t 
be caught with your paints down!” 

. 

Add similes: ‘‘She’s as sensitive as 

power steering.” 


A Times stafier puts away childish 
things: FOR SALE—American Flyer 
De Luxe Santa Fe with aluminum 
trains, accessories, and tracks; $35. 
TT4.”—Times Talk. 

- 

PERSONALITY: The ability to get 
by on banana oil instead of elbow 
grease.—Raymond Newsmaker. 

. 

A member of the Syracuse Ad Club 
who signs his card merely “Roy” 
says: “Josh Billings put it this way: 
‘Any man who gets bit by the same 
dog twice is better fitted for that busi- 
ness than any other.’ ”’ 


And San Francisco’s Ralph Mos- 
lander writes: “Your grammatical 
thought implies that a tinker is one 
who tinks. Does this apply to adult 
as well as little tinkers?”’ Confiden- 


tially, Ralph, they all tink. 


Writes Jim Cooper, of Dixie Tag 
& Envelope, Charlotte, N. C.: “I was 
very much intrigued with R. W. 
Ford’s comment on whales and ele- 
phants. I am wondering if this gen- 
tleman, in comparing size and strength, 
has completely overlooked the strong- 
est of all, the Ant. I do not believe 


he is a steak-eater, but strictly a vege- 
tarian.” 


Fritz Drager, of Apparatus Sales, 
General Electric, St. Louis, thinks a 
car-advertiser may say: “Your safety 
and the safety of your family is not 
optional when you ride in our automo- 
bile. Crash-pads, safety-belts, and 
safety-type steering-posts are standard 
on our complete line of cars.” 


REFORMER: Member of the meddle 
class—The Country Drummer. 


Herb Dickson says a man’s popu- 
larity can’t always be judged by the 
size of the crowd at his funeral. Some 
may be there just to make sure he’s 
gone. 

= 

“At the age of 20, we don’t care 
what the world thinks of us; at 30, 
we worry about what it is thinking 
about us; at +0, we find out it wasn’t 
thinking about us at all.’ —samping, 
house publication of the Robert 8S. 
Kampmann agency. 


As some wag parodied, in Reno, 
love is a many-splintered thing. 
7 
Imp says a cocktail-party starts out 
by people mixing drinks and ends up 
by drinks mixing people. 
° 
Add similes: ‘“‘As accurate as a sun- 
dial on a rainy day.” 
* 
I sincerely wish you a Happy New 
Year! 


Those Singing Commercials 


They say only a fool never changes his mind. For years, 


Dial. 


The soap with hexachlorophene is Dial, Dial, Dial.” 


the average singing commercial drove me nuts, made me 
ashamed to be an advertising man. “Could you imagine,” 
I asked myself, “could you imagine answering the doorbell 
to find a salesman who, wighout so much as a by-your 


leave, broke into song about his product? 


“No,” I answered. “You would send for the wagon and 
its two muscle-men in white coats.” I tried to rationalize the 
singing commercial. I rushed to the radio 
or the TV to be my own Blab-Off. Then, in spite of myself, 


I stormed at it. 


I began to see the logic of the nuisance. 


In the shower or anywhere during the day or night, frag 
ments of some singing commercial would come popping 
into my consciousness: The lilting “Light up a Lucky, it’s 
light-up time.” The opening bars of the Merry Widow 
Waltz: “The soap that gets you extra clean is Dial, Dial, 


The Pepsi-Cola tune, one of the earliest, which has changed 
its lyrics several times since 1940: 
So that was it! That 


insidious something that crept into your subconscious, that 


The sponsor knew it all the time! 


brain-washed your instinctive objections away! A wise man 
away back there said that, if the populace would repeat 
“Carthage must be destroyed!” often enough, it would 
fasten itself in the mind and be translated into action. Had 
the slogan been set to music, Carthage might have bitten the 
dust even sooner. 

I’m not a convert to the point of saying I like singing 
commercials. Some of them are frightful, both musically 
But there is hope. The 


latest to haunt me is a cavernous voice intoning: “You get 


and from the standpoint of lyrics. 


so much more in Encore!” 


Was it Napoleon or Pinky Lee 
who said, “If you can’t lick "em, join ’em”’ ? 
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SALES MANAGEMENT 


of aluminum foil packaging on food and house- 
hold purchases generally. 


83.7% of all respondents felt that aluminum 


foil wrapped food products offer them extra ad- 


This study conducted by a reliable research or- 
ganization is based on in-store interviews with 
women who bought Lux Toilet Soap in the new 
gold foil wrap. The survey findings pertinent to 
the Lux purchase itself were impressive—such 
as the fact that 38.1% of new users cited “the 
beautiful wrapper” as the primary motivation 
for their impulse purchase. But even more amaz- 


ing were the findings in respect to the influence 


vantages—citing “Protection of Food Freshness” 
and “Protection of Food Quality” as major 
benefits. 

72.7% of all respondents could name other food 
products which are wrapped in aluminum foil. 
78% of all respondents use household foil (such 
as Reynolds Wrap) in their homes. 

76.5% of all respondents prefer to buy food 


products wrapped in aluminum foil. 


Reynolds is steadily consolidating and increasing the consumer 
awareness of aluminum foil packaging by intensive advertis- 


QUALITY 
PROTECTED WITH 


‘REYNOLDS WRAP 


MecCalls 
JOURNAL 


Better llomes 


ing in four-color national magazine pages and weekly on 
national network Television... featuring the Reynolds Wrap 
Aluminum Packaging Seal. The seal of quality protection will 
appear this year on more than 3 billion packages! 

Here is dramatic new Sales Power—ready to be exploited 
at all levels for products protected by Reynolds Wrap Alumi- 
num Packaging. For details on the use of the Seal, and on 
Reynolds big new 1956 in-store promotion campaign for foil- 
packaged products, call the nearest Reynolds Sales Office, Readers 
or write to: Reynolds Metals Company, Digest 
General Sales Office, Louisville 1, Kentucky. 


fax) See FRONTIER”, Reynolds great dramatic series, Sundays, NBC-TV network. 


What did the oilman learn 
about big dame hunting in Chicago? 


. . ne _—_ 
nce there was an oilman without cso 


an air-conditioned Cadillac or a rail- / 
road to his name. And he’d never 
heard of Texas. 

His name was Sam and he was a 


: “ : bs o 
big salad oil man with a gourmet’s 


r os 
taste for lettuce (the folding kind) (> 
and tomatoes (the lady kind). Ge ; () ‘ 


Now Sam had an eye for 
business as well as pleasure, 
so he tried to capture the 
Chicago salad oil market as 
well as its feminine hearts 
with one big hunting expedition. He lured every 
housewife in Chicago with two coupon mailings and 
offered as bait a 20% reduction on the purchase price 
of his salad oil. This little safari cost Sam a pretty 
penny, (15,000,000 of them, to be exact) but he 
figured that once a 
woman had sampled his 
wares, she was his to 
have and hold for the 
rest of her life. 


But Sam misfired as a 

big dame hunter and bagged far under his limit. So 
Sam told his tale of woe to a joe who scouted adver- 
tisers for the Chicago Tribune. Joe explained Sam’s 
plight to the Nimrods of the Tribune’s research 
department and together they came up with this 
covey of eye-opening facts: 


o Ye 
& IZ Of Chicago housewives 


<S who used Sam’s coupons, 


5, 27.5% had previously 
5 MAIL bought his salad oil at 

the regular price. And 
only 27.6% of the coupon users bought Sam’s oil 
afterwards at the regular price—a net gain of only 
1/10 of 1%. This fact, plus several case histories, 
proved that consumer pre-selling rather than a price 
deal was what Sam needed to capture the market. 
Instead of spending $150,000 on two coupon deals, 
Sam could have done some real selling with 37 color 
pages in the Chicago Tribune. Sam treasured all 
these facts, and the next time he had a hankering 
for lettuce and tomatoes, he knew just where to go 
to get them. 


P. S. Always remember... 


The moral to our story 
is this: Get the advice 
of experts who know 
the hunting grounds 
before you go big dame 


hunting in Chicago. 


Nobody knows Chicago like the Tribune. 


The Tribune has spen 
INFORMATION The Tribune has spent 


= — several million dollars to 

find out facts that vitally 

/ affect your Chicago sales. 

———— It knows who your best 
a et - 


customers are, where they 
live and shop, why they buy. This valuable informa- 
tion is yours for the asking. 


Nothing sells the Chicago market 
like the Tribune. 


Retail sales in Chicago and the 206 Chicagoland 
counties are big—valued at $17 billion. And the best 
way to sell this market is 
through the Tribune. Does . 
advertising in the Tribune ; S 
pay? Just ask advertisers like 


} Io! 
Chas. A. Stevens & Co., the hy 
C. B. & Q. Railroad, Timken 

Silent Automatic and H. J. 

Heinz. 


People may praise the Tribune, fuss 

about it or blast it—but reading the 

Tribune in Chicago is just like eating 

apples in October. Almost everybody 

does it. Everybody feels its impact. 

Practically 3 out of 4 families in the 

Chicago metropolitan area read the 

Tribune—almost half of all the fami- 

lies in 839 midwest towns read it. (Only 12% 

-of metropolitan Chicago gets the largest 

national magazine—and less than 1 out of 10 tunes 
in on an average evening TV show. 


So if you want to know something about 
Chicago, call in a joe from the Chicago 
Tribune and put him to work finding out. 


If you want to SELL Chicago 


TELL Chicago in the Chicago Cribune 


THE WORLD'S GREATEST NEWSPAPER 


